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The W. C. T. U. and the Anti- 
saloon League ought to be tickled 


Rough Proofs Networks Advise 
Affiliates About 
cect mes corners Contract Changes 


please. 


Revise Agreements | 
to Comply withNew 
FCC Regulations | 


New York, June 2.—All major | 
networks here took quick action this 
week to notify their member sta- 
tions by wire and letter of revisions 
in affiliation agreements in compli- | 
ance with the new regulations of | 
the Federal Communications Com- 
mission. 

One of the first to send off letters | 
was the Mutual Broadcasting Sys- 
tem, which last weekend told its 
affiliates that the periods from 8 to 
8:30 p. m. and 10:30 to 11 p. m.,| 
New York time, on Sunday evenings 
are to be released from the option | 
time provisions in Mutual contracts. | 

In spite of no buses, no cars and; The notification advised member | 
no taxis, over 50,000 people saw the | stations that: 
Yankees do their holiday stuff. “Your affiliation contract with the | 
There must be more glider enthusi-| Mutual Broadcasting System is| 
asts around the Bronx than you|hereby modified so as to eliminate| 
thought. any and all provisions conflicting 
with Regulations 3.101 to 3.105, both 
| inclusive, of the Federal Communi- 
cations Commission. These consti- 
tute the special regulations applica- 
ble to radio stations engaged in 
chain broadcasting adopted by the 
FCC on May 2, 1941, and amended 
Oct. 11, 1941, in so far as they are 
or may be considered applicable to 
any affiliation contract Mutual now 
has outstanding. In particular, for | 
ithe time being the periods from 8| 
| to 8:30 p. m. and 10:30 to 11 p. m., 
New York time, on Sunday evenings 
are hereby released from the option | 
| time provisions in Mutual contracts. 
| There may be a later change in the 
|}periods released from option time 
on Sunday evenings about which 

Williams Oil-O-Matic pays tribute | We shall communicate with you at 
in its advertising to “the resource-|@ later date. 
fulness of oil heat users in stretch- | Fi-st Call on Programs 
ing fuel oil allotments. . : “Your agreement with Mutual is! 

“Resourcefulness is a mild term | furthermore modified in that for the | 
for it. period thereof, you shall have first! 
call 


es 


One reason prohibition advocates 
aren't entirely happy at present is 
that if there’s to be any public 
inconvenience due to shortage of 
potable liquors, they want to be 
responsible for it. 


, | 


“Straw hat copy impatiently waits 
on good weather,” says a news story 
in ADVERTISING AGE. 

And so do makers of bathing 
suits, sunburn lotions and fly swat- 
ters. 


, v7 F 


on oS 


Some optimistic newspaper re- 
gorters continue to refer to public 
relations directors as “press agents.” 
That term belongs to the period 
when the job was really easy. 


a oe? ae 


Introductory advertising on Trol 
urges men to get their hair cut, but 
conspicuously refrains from promis- | 
ng them a good trimming. 


7, ¥ @ 


v,we in your primary service area| 
upon all programs of the Mutual 
, | Broadcasting System, which become 
Hobart says the old-fashioned | sting 8; 


javailable in your area as permitted 
by the last sentence of Regulation 
| 3.102.” 

“The effective date of the fore- 
going modifications is to coincide | 
with the date on which the regula-| 
| tions shall become available in your | 
area as permitted by the last sen-| 
_ tence of Regulation 3.102.” 

| The Mutual letter also discussed 

Ted Lord, of Farm Journal and | the FCC ruling which allows for a| 
Farmer’s Wife, took a month off to) total of 12 hours each day of option | 
do farm chores. When he gets back|time on a non-exclusive basis for 
he won't be able to understand how |network broadcasting. Three hours 
idvertising men stand the awful|of non-exclusive option time are 
strain of a 9-to-5 day, with only two| permitted in each time bracket of | 
hours off for lunch. |morning, afternoon and evening and 
also the period from 11 p. m. to 
'8 a. m. The selection of the hours 
is subject to agreement between 
affiliates and networks. Key sta- 
nother thing an advertising man | tions of Mutual will consider and 
‘sojourning on the farm speedily dis-| report to other affiliates on the 
‘overs is that a cow expects to be| hours contemplated for option time 


coffee mill will be coming back to 
the kitchen after the war, and of 
course it will be motor-driven and 
chromium-finished. You haven't a 
chance to escape progress, even if 
you want to. 


. | 


=. 


lidays. |work requested delay of commit- 
|ments on the hours contracted for 
optioning to network broadcasting 
\from all sources. 

“In advance of the selection of 


loving Picture Herald says the (Continued on Page 42) 


iter is “vastly overfed with war | 
ures and themes of stress and 


strife.” DIRECTORY OF FEATURES 
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PROTECTIVE COLOR 


| 
| 
| 
| 


Hos many soldiers | 
can you | 
find in this picture? 


} : 


Cos) 


Cosmetics are heralded as morale build- | 
ers for the distaff side, but they go | 
further than that for the fighters of the | 
United Nations, as Coty, Inc., reported 
last week in this full-page newspaper 
copy. Camouflage creams—black for 
Commandos, green, brown 


and other 


| shades for desert or jungle operations— 


are helping protect Allied fighters from 
enemy eyes. 


| nationwide 


|}sion of the 


Public Confidence 


in Business Hits 
High, ANA Learns 


Advertisers Study 

Many Problems at 

Closed Sessions 

New York, June 4.—Advertising 
is on a high plateau in public favor 


at present, with a large majority 
of the public convinced that it is 


| performing a useful wartime serv- 


ice, and business itself is winning 
the plaudits of an overwhelmingly 
large segment of the population for 
the work it is doing to help win the 
war, the Association of National 
Advertisers was told here this 
morning, as results of the 
public opinion survey 
made by the Psychological Corpora- 
tion were unveiled at the final ses- 
Association of National 
Advertisers meeting. 

The newest study was made in 
May of this year, and embraces 
many of the same questions included 
in similar studies made in April 
and October of 1942, thus permit- 

(Continued on Page 44) 


newest | 


Steamship Lines Can't Fly; 


Play Up Postwar Boat Rides 


Chicago Furniture 


Market Still ‘On’; 
Grand Rapids ‘Off’ 


Western Mart Attacks 


Attempts to Suspend 
Its Trade Show 


Chicago, June 3.—Despite some 
defections along the line, market 
officials went ahead this week with 
plans to hold home furnishings mar- 
kets here June 21-30 and help hard- 
pressed retailers replenish dwindling 
stocks with their share of the avail- 
|able supply of merchandise. 

Although the Office of Defense 
|Transportation has requested can- 


cellation of all furniture markets for | 
ithe duration, the WPB, through its | 


office of civilian requirements, fa- 
vors maintenance of existing dis- 
tributive methods—including central 
markets which small dealers can at- 
itend. The question of distribution 
|Vs. transportation is yet to be set- 
tled, but the Merchandise Mart and 
American Furniture Mart, which 


Attempts to Tie Up 
__ with Airlines Damped 
_ by Aeronautics Board 


By STEVE BOOKE 


New York, June 3.—Eager to gain 
a foothold in transatlantic air travel 
after the war but afraid to lock 
horns with the Civil Aeronautics 
Board which has ordered American 
Export Lines to divest itself of its 
airline holdings, United States 
steamship companies have acceler- 
ated their institutional advertising 
|programs in a determined effort to 
maintain good will and figure 
\strongly in the expected postwar 
\travel boom. 

U. S. shiplines’ problems are two- 
fold. One concerns the place of avi- 
ation in the postwar travel period; 
the other deals with the relative po- 
|sition which United States owned 
and operated lines will occupy in 
world travel in competition with 
foreign steamship lines, which have 
heretofore handled the bulk of the 
business, especially to Europe. 
American lines feel that the en- 
forced absence of such steamship 
giants as Cunard and French Line 
from the public consciousness in this 
country, due to war conditions, gives 
them an unusual opportunity to 
build greater interest and acceptance 
for themselves. 


will conduct the June markets here, | 


have given no indication of dropping 
their plans at this late date. 

In a joint statement they recently 
advised the ODT that 
showed that 96% of individual mer- 
chants and a majority of manufac- 
|turers in the industry believe the 
markets necessary. The number of 
|markets has already been shaved in 
|half. The two marts have urged each 
;merchant to send only one buyer to 
|the trade shows, instead of several, 


and to avoid travel which would 
|conflict with peak transportation 
jloads. The markets will end June 


|30, well before the July 4 holiday. 
Worst Yet to Come 


The National Retail Furniture As- 
,sociation, although it has no current 
figures on dealer mortality, believes 
relatively few have gone out of bus- 
iness. A greater pinch is expected 
during the next six months, how- 
ever, when inventories may drop to 
dangerous levels from a= survival 
standpoint. WPB officials have not 
seen eye to eye with retail execu- 

(Continued on Page 41) 


|} ing new recruits. 
cruitment drive for the Navy’s construction battalion. 


Last Minute News Flashes 


Waves, Navy Campaigns Are Planned 


New York, June 4.—A test adverti 


sing campaign will soon be launched 


for the Waves in newspapers of the fifth induction center (Indiana), seek- 


Likewise, plans 


be used in non-restricted areas, as o 
mission. Batten, Barton, Durstine 
account. 


are being drawn up for a heavy re- 
Newspapers will 
utlined by the War Manpower Com- 
& Osborn, New York, handles the 


ed regardless of Sundays and | for network broadcasting. This net- ‘Hugh Lavery Joins McCann-Erickson 


New York, June 4.—Hugh D. Lavery, most recently merchandise man- 
ager of the organic chemicals department of E. I. duPont de Nemours & 


Co. has joined the New York office 
assist Gordon Hyde, vice-president. 


of McCann-Erickson, where he will 
Mr. Lavery was at one time associ- 


ated with J. Walter Thompson Company and Ruthrauff & Ryan. 


Ready Big Drive for Royal Crown Cola 


New York, June 4.—Plans have | 


een submitted to Nehi Corporation, 


Columbus, Ga., maker of Royal Crown cola, for an all-out advertising 
drive which would employ a long list of newspapers throughout the coun- 


try, radio and several national magazines. 


Osborn, New York, is the agency. 


Batten, Barton, Durstine & 


Wakeman to Foote, Cone & Belding 


New York, June 4.—Frederic Wakeman, formerly copy chief in the New 
York office of Fuller & Smith & Ross, has joined Foote, Cone & Beld- 


ing, New York, as account executive and copywriter. 


Mr. Wakeman re- 


ceived a medical discharge May 1 after serving in the Pacific area as a 


lieutenant (jg) in the Navy. 


surveys | 


CAB Ruling Holds 


The question of steamship compa- 
|nies owning airlines came to a head 
in 1942—largely through the dispo- 
sition of CAB to keep other forms of 
transportation out of aviation— 
when the board ruled that American 
Export Lines must relinquish con- 
trol of its airline since the aims of 
the steamship companies and the 
airlines were not exactly parallel so 
far as routes were concerned. Back 
in 1937 when the American Export 
Airlines was incorporated, CAB was 
non-existent and approval was 
granted by the Maritime Commis- 
sion. This past winter CAB again 
ruled on the matter, holding its 
ground, and the case still hangs in 
mid-air. 

Although there is much contro- 
versy in steamship circles as to the 
wisdom of joint ownership, the 
United States Lines, which holds 
large shares of stock in Pan Amer- 
ican Airways, some time ago at- 
tempted to enter the field by nego- 
tiating with the Glenn L. Martin 
Company, Baltimore, Md., but the 
plan did not materialize. Grace 
Lines recently developed an adver- 
|tising tie-up with Pan American 
Airways under the catchword “Pan- 
agra” featuring South American air 
travel, and tying up with Vice-Pres- 
ident Wallace’s recent good will 
tour 


Face Many Problems 


Some of the major problems con- 
fronting the steamship companies in 
drafting their postwar plans are the 
time-worn questions of free trade- 
will there be high protective bar- 
riers; will the government return 
ships pressed into military service 
or will the government itself run the 
ships; how will the government dis- 
pose of the growing fleet of mer- 
chantmen; and will the new “Lib- 
erty” ships now being built, which 
can only attain a speed of 16 or 17 
knots, be practical for competitive 
purposes? 

While the industry generally 
agrees that the government will give 
back most of the ships borrowed, 
there is a great deal of speculation 
as to how it will dispose of the mer- 
chantmen. Despite the turtle-like 
pace of the “Liberty” ships, they are 
capable of carrying enormous cargo, 
which to some extent counterbal- 
ances arguments against them. 

The steamship companies unani- 
, mously agree that there will be a 
tremendous surge of travel after the 
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ADVERTISING AGE 


June 7, 1943 


| 
war, necessarily dependent upon | ering of standards previously estab- | 
how soon business conditions settle |lished by this country, which are | 
down in this country. considered to be the highest in the | 
Basil Harris, president, United bergen Such vital factors as build- 
States Lines, declares, “As to travel? |ing and wages, the industry feels, | 
Well, it will take a decided spurt. | can only be determined by foreign | 
No question about that. There will|costs and wage standards, and any | 
be greater incentive. Americans will | inequalities will have to be met in| 
be anxious to re-establish family the same way as tariffs now attempt | 
ties, business contacts and revisit|to place domestic manufacturers on | 
familiar scenes in foreign lands.|a parity basis with foreign competi- 
Many American soldiers now on the | tors. 
battle fronts will plan to view these 
surroundings again in the calm 
atmosphere of the postwar era.” | Many ship owners express con- 
He feels while the airplane will |cern over the viewpoint held in cer- | 
compete to some extent with ship-|tain Washington circles that it is| 
ping by skimming off many of the|unpatriotic to make money during | 
top-bracket type of traveler, “By the war and allude to the fact that 
and large, the sea voyage will con-| they must make a certain amount of 
tinue to lure its old devotees. The| profit in order to build ships in the 
business man, the casual traveler,|postwar period—although govern- 
the person on necessitous business,|ment subsidy is the financial back- | 
will still travel by ship, and in in-|bone of American ship production. | 
creasing numbers. Ships will carry| To avoid conflict, the Maritime | 
cargo in increased tonnage and so|Commission has followed a policy of 
will the airplane, although the latter | granting monopolies in the steam- | 
will be confined mostly to fast mail|ship business. Under the present 
and small package freight of high|setup, the West Coast of South 
value. Ships will continue to de-| America falls exclusively to Moore- | 
liver the goods—the substantial | McCormack Lines; the East Coast of 
goods which, after all, are the basis |South America to Grace Lines; the | 
of substantial returns, and cost of | Mediterranean to American Export | 
delivery by airplane versus cargo|Lines; and the United Kingdom, | 
ships, will always be the predomi-| France and Germany to the United 
nant factor.” States Lines. 
Members of the shipping industry Reports indicate that al? the’ 
also hope that working conditions,|steamship companies realize that 
manning and safety provisions will|their greatest asset is the good will | 
be made nearly identical on ships of | built up through consistent advertis- | 
all nations, but contemplate no low- |ing, vitally important now that the) 


Follow Monopoly Policy 


public is of the opinion that most of 
the big lines have been ushered out 
of business with the advent of war. 

To further advance the important 
place of the steamship companies in 
the eyes of the public, Kelly, Nason, 
Inc., New York advertising agency, 
succeeded in lining up 12 leading 
firms with the idea of advertising as 
an industry; this directly followed 
the successes of various railroads 
using this technique. The plan, how- 
ever, never reached fruition. 

Following this same general idea 
member companies of the American 
Merchant Marine Institute, origin- 
ally known as the American Steam- 
ship Owners Association, recently 
established a bureau of advertising 
and publicity to function as part of 
AMMI. The bureau is now toying 
with the possibility of reviving a 
concerted advertising effort, despite 
the tendency of its members to ad- 
vertise individually. 

Vincent J. Galbo, account execu- 
tive at Kelly, Nason, asserts that 
Moore-McCormack will pick up its 
advertising where it left off at the 
outbreak of war although plans will 
depend to a great extent upon the 
part aircraft will play in the trans- 
port and passenger business. 


Present Advertising Spasmodic 


“Planes may very well cut in on 
steamship cargo business, while 
there is also the chance that they 
will stimulate steamship business 
since new markets will be created 
for commodities heretofore inacces- 


Oppo 


7 MK First — TODAY'S market. 


Tacoma ranks high on the list of 
cities with the BEST prospects 
for IMMEDIATE Sales. For 28 
consecutive months Tacoma has 
been a Sales Management “Hi- 
Spot” city — and a “Preferred 
City of the Month.” As of January 
1, 1943, Tacoma’s Effective Per 
Capita buying income was 94°, 
greater than the national aver- 
age, 28°/, greater than the Wash- 
ington state average. 


prospects 


ture. 


Cover Washing 
Market with the 


Tribune's domin 


chad J ts bd ‘ . ‘ & 
he ’ Die ; P * + 


WK Second — TOMORROW'S 


market. Here, too, Tacoma offers 


far above average. 


Wide industrial diversification, 
speeded by war, gives Tacoma 
— Washington’s 2nd Market — 
an EXCELLENT post-victory fu- 
Advertisers who look 
ahead regard Tacoma as a 
“MUST” on present media lists. 
Advertisers who analyze mar- 
kets for present and future po- 
tentials pick Tacoma as a market 
of DOUBLE opportunity. 


ton's SECOND 
Tacoma News 
ant, concentrat- 


ed circulation—now in excess of 


54,000 


TELLS WAR STORY 


ALL TEN AMERICAN BRASS CO. PLANTS IN U.S. A 
HAVE EARNED RIGHT TO FLY ARMY-NAVY E FLAGS 


This is the story in terms of war production 


This is the story in terms of human effort 


THE AMERICAN BRASS COmMPAnY a al 
Fraconas Copaes Pameny Company 


American Brass Co., Anaconda subsidiary, 
last week released full pages and 1,500- 
line advertisements to more than 200 U. 
S. and 30 Canadian newspapers, high- 
lighting the wartime production record 
of the entire industry and detailing its 
own part in the work, which has brought 
E awards to all 10 of its plants. The copy 
also will appear in full pages in leading 
magazines and in color in a wide list of 
business papers. Ivey & Ellington, Phil- 
adelphia, is the agency. 


sible due to the length of time 
needed for transportation.” 


hit hard at South America when the 
war is over, due to the expansion of 
business there. 
its advertising is fairly spasmodic 
and institutional in character. 


Lines is one of the leading adver- 
tisers 
agency, N. W. Ayer & Son, New 
York, the company has set up an 
elaborate program which conserva- 
tive sources estimate will run about 
$150,000. 
used on a fairly regular schedule. 
The current budget will be probably 
stepped up once the airlines problem 


States Lines has been appearing in- 
frequently in a small list of news- 
papers and business 
company is contemplating a large) 
scale campaign which would be) 
launched in the near future. Recent | 


This company’s advertising will 


At the present time 


Right now, American Export 


in the field. Through its 


Newspapers are being 


is settled. 
While advertising for the United 


papers, this 


insertions call attention to the 
timely question, “Do We Want An 
American Merchant Marine in 
Peacetime?” 

The United Fruit Company, which 
on Nov. 15, 1939 became the initial 
sponsor of international radio, using 
two National Broadcasting Com- 
pany shortwave stations, WNBI and 
WRCA, both at Bound Brook, N. J., 
is studying plans for an extended 
campaign and currently employing 
newspapers and magazines. 

Atlantic Gulf and West Indies 
Steamship Lines, Grace Lines, 
American South African Lines, 
American-Hawaiian Steamship Com- | 
pany are all doing institutional ad- 
vertising on a limited scale. 


‘Chicago Times’ 
Starts Classified 


Chicago, June 2.—The Chicago 
Times jumped into the fast-moving 
classified advertising field this week 
with the announcement that, start- 
ing Sunday, June 6, it will inaugu- 
rate a classified section for the first 
time since the daily’s inception 14 
years ago. 

In a full-page message to pros- 
pective job-seekers, the Times 
points out that it is offering “a new 
service to help you find your oppor- 
tunity to do your bit.” Manpower 
Commissioner Paul V. McNutt is 
quoted as saying that “classified 
advertising is a powerful means of 


| 


‘War Advertising 
Council’ New Name 


for Liaison Group 


Seeks Half-Billion 
Yearly Contributions 
to War-Effort Theme; 


New York, June 3.—Forma! ap. 
nouncement of the change in the 
name of the Advertising Coungij 
to War Advertising Council] Was 
announced today by Chester J. La. 
Roche, chairman, in a move to more 
accurately describe the nature of 
the organization’s work. 

Reviewing the work of the Coup. 
cil, Mr. LaRoche asserted that ex. 
penditures on war-effort advertising 
have totaled approximately $259. 
000,000 during the past year, but 
that, in view of the job still to be 
done, “It is our hope that by the 
end of 1943 advertising space and 
time contributed for war messages 
will be at the rate of a half billion 
dollars a year.” 

To emphasize the importance of 
converting all possible advertising 
to war themes, the Council wil] 
shortly launch a concerted drive for 
“A war message in every ad,” he 
disclosed. 


Reviews Treasury Drive 


Reviewing the tremendous vol- 
ume of advertising placed behind 
the recent three-week Treasury 
drive, Mr. LaRoche asserted tha: 
during that period, and for Treas- 
ury advertising only, $6,300,000 of 
radio time and talent was donated 
72,000,000 lines of newspaper space 


8,089 outdoor posters, valued 
$202,000; and 100,000 car cards, 
worth $100,000. 


In addition to reelecting Mr. La- 
Roche as chairman for the comin: 


|}year, the War Advertising Council 


elected Harold B. Thomas, Centaur 
Company, and Peul B. West, Asso- 
ciation of National Advertisers, ; 
vice-chairmen. Mason Britton, Mc- 
Graw-Hill Publishing Company, was 
named treasurer; and Frederic R 
Gamble, American Association of 
Advertising Agencies, secretary. In 
addition to the officers, directors 
now include: 


Announces Directors 


A. L. Billingsley, Fuller & Smith 
& Ross; Thomas D’A. Brophy, Ken- 
yon & Eckhardt; A. O. Buckingham, 
Cluett, Peabody & Co.; Richard 
Compton, Compton Advertising: 
Edwin S. Friendly, New York Sun: 
Kerwin H. Fulton, Outdoor Adver- 
tising, Inc.; Kolin Hager, Station 
WGY; Carleton Healy, Hiram 
Walker, Inc.; Paul W. Kesten, Co- 
lumbia Broadcasting System. 

Charles G. Mortimer Jr., Gener! 
Foods Sales Company; Stuart Pea- 
body, Borden Company; William 
Reydel, Newell-Emmett Company; 
H. W. Roden, Harold H. Clapp, Inc.; 
A. E. Winger, Crowell-Collier Pub- 
lishing Company; James W. Young, 
J. Walter Thompson Company. 

An additional director represen'- 
ing newspapers is to be selected at 
a meeting of newspaper interests 
scheduled for June 11. 


Paper is indispensable to the war effort. | 
you use any, use it to help win the wer 


recruitment of workers.” 

The tabloid-size picture news- 
paper, in its first classified adver- 
tising rate card, announces an open 
rate of 30 cents per agate line, with 
the minimum charge two lines. 
Lower rates are established for 
additional insertions, with 25 cents 
a line charged for six consecutive 
insertions. Advertisers using 300 or 
more lines per month are to be re- 
bated the difference between the 
insertion rate and 25 cents per line. 


|All ads are restricted to a single- 


column without borders or 
cuts. 

The section will be carried daily 
and Sunday; the Times does not 
publish Saturdays. 


Gets New Account 


Vawne Foundations, New York, 
maker of girdles, garter belts and 
hosiery, has appointed William G. 


setup, 


handle its advertising. 


Seidenbaum Advertising Agency to} 


| 
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ADVERTISING AGE 


CONSULT YOUR 


DVE 


“= HB) Your Post-War Market 


in the Institutional Field is made up of these 
R Mass Consumers of Equipment, Food Products 
and other institutional supplies: 


In @ HOTELS 

| @ HOSPITALS 

@ SCHOOLS 

ith @ RESTAURANTS 

~ @ INDUSTRIAL CAFETERIAS 
ard @ COLLEGES 

un: @ HOMES and ASYLUMS 
“ @ YMCA’s and YWCA’s 

= @ RAILWAY SYSTEMS 

a @ STEAMSHIP LINES 

“ @ PUBLIC BUILDINGS 

_ @ and OTHER INSTITUTIONS 


ne.; and . . . FOR THE DURATION OF THE WAR— 


ub- in addition to its regular circulation, INSTITU- 
. TIONS Magazine is being sent to the following: 
ing, Quartermasters in the Army, Supply Officers in 


the Navy, Post Quartermasters in the Marines, 
Purchasing Officers of the U. S. Maritime Commis- 
sion, Purchasing Engineers of Procurement Offices, 
| at Superintendents of Veterans’ Hospitals, Purchasing 
Agents for Bomber and other Industrial Plants, 
Managers of Industrial Cafeterias, Operators of 
Army Post Exchanges, Military Schools, and others 
engaged in the war effort. 


INSTITUTIONS Magazine for months past 
has been conducting a survey to determine 
post-war planning of representative insti- 
tutions . . . many of these plans are actually 
completed and merely await the release of 
materials, others are in the development 
stage. The general results of this continu- 


ing survey will be available upon request to d REMODELING 


manufacturers or their advertising agencies. 


Your advertising agency will tell you 
that manufacturers who are serving . . . or who 
. the institutional field 


need not wait until the post-war era to enjoy the 


are planning to serve . . 


benefits of a market which today is assuming 
post-war proportions. Your agency will tell you 
that market exists right now in the institutional 
field and that it comes from mass feeding and 
mass housing as provided by both government 
operated and privately operated institutions. 


The institutional market was huge before the war. 
It is huge today and it will be even greater when 
the war is won. Even now it exceeds 6!/, billion 
dollars. 


Manufacturers who are advertising to the institu- 


jects Com- 
mon te All 
Types of fe 
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tional field today are not only enjoying the ben- 
efits of this huge mass feeding and mass housing 
market... they are building for themselves a pre- 
ferred position in this mass consumer market of 
the post-war period. This is a market which will 
be augmented by new construction, expanding 
facilities and large scale remodelling and replace- 
ments, many of which even now are definite and 


beyond the planning stage. 


For complete details on this market and on INSTI- 
TUTIONS Magazine, the only publication reach- 
ing all related divisions of the huge institutional 


field, consult your advertising agency or write 
INSTITUTIONS Magazine, 1900 Prairie Avenue, 
Chicago. 


For Exece- 
tives of Hes- 
pitets. Hotels. 
Restaurants, 
Schools, ie 
dastriat Cote- 
teries of 

Other (nstite- 


FOR REVAMPED 


In the Forefront 


NUTRITION PROGRAM 


in Alterations 
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OPAContinuesas 


June 7, 1943 


— es 


COINS NEW WORD 


| be an easing of OPA'’s irritations, 
simplifying of regulations, a| 

| greater role for business in OPA’s 
| management and a greater amount 


|efforts to tie quality to price. 

senior| In the meantime, Capitol Hill had 
\its second week of grade labeling | 
itestimony. In two hot committee | 


ter and O’Leary to resign if he be- 
came general manager, i.e., 
| deputy, of OPA. 

This afternoon members of OPA’s 


oe) 


Unhappy Center of 
Capital Strife 


Washington, D. C., June 3.—The 
Office of Price Administration, 
stewing in its own juice, the in- 
gredients of which were provided 
by the OPA-Congress battle and the 
intra-agency fight between Lou 
Maxon and J. Kenneth Galbraith, 
boiled over this week. 


OPA Administrator Prentiss 
Brown-—after declaring flatiy last 
week that no personnel changes 


were likely until the middle of June 
—finally took action. J. Kenneth 
Galbraith was fired Monday after- 
noon; the customary “resignation” 
from the deputy to his boss con- 
sisted of one sentence, and Brown's 
reply was equally brief. 

Among Washington 


there were two interpretations of 


the effect of Galbraith’s resignation | 


and two interpretations of its cause. 

Some believed that his resignation 
was due to the struggle with Mr. 
Maxon, that the Detroit agency head 
would shortly be named general 
manager of OPA, and that business 
had won its long battle with the 
agency. The effect, then, would 


of attention paid to industry advice| labor policy committee (which once 


| when regulations were being drawn 
up. 


Other Views Expressed 


Others believed that the abrupt 
disappearance of Dr. Galbraith 
from the OPA scene was not due 
to the Maxon struggle at all, but 
to the same general policy that 
prompted the removal of Leon Hen- 
derson. Congressional wolves were 
howling on the trail of the OPA 
sled, and Galbraith had been tossed, 
just as was Henderson, to the pack 
in order to slow down the pursuit. 
The effect of his removal will be to 
open the floodgates of inflation, 
since Galbraith, for all his irritant 
abilities, was probably the staunch- 
est advocate of “holding the line” 
in OPA. Further, exponents of this 
argument say, he was the only man 
who understood the complex pricing 


| formulas and indexes used by OPA. 
reporters, |His removal means that chaos will 


reign in the pricing division. 

But the resignation of Mr. Gal- 
braith is only the beginning. OPA 
sources disclosed today that the 
resignations of Paul Porter, deputy 
in charge of rents, ands Paul 
O’Leary, deputy in charge of ration- 
ing, were on Mr. Brown’s desk. Mr. 
Maxon has previously declared his 
‘ntention of forcing Galbraith, Por- 


|demanded that Mr. Maxon be fired 


because he was using his OPA post 
to further his private interests) 
were understood to be handing in 
their resignations. The members of 
the committee include representa- 
tives from the AFL, CIO and Rail- 
way Brotherhoods. They have been 
headed by Donald Montgomery, 
consumer’s counsel of the United 
Automobile Workers. 

Viewed over-all, it seemed a good 
guess that OPA is headed for a 
more violent shakeup, and that—if| 
previous Washington experience is 
a guide—a new agency may soon be 
superimposed over OPA. 


Consumer Groups Protest 


executives vehemently protest 


pany, 


rooms, Congressmen heard business | 


OPA’s pricing formulas and labeling | 
requirements. 

Said Harold K. Batchelder, 
dent of the Ladoga Canning Com- | 
indianapolis: “The ultimate) - 
effect of grade labeling is elimina- | 
tion of private brands.” When a.) 


Mr. Batchelder had evidence of de- | 
liberate OPA intent to wreck brand | 
names, the canner said he had ae 


|\—‘‘but I have suspicions.’ 


H. Thomas Austern, counsel of the | 
National Canning Association, raised | 
legal questions regarding OPA’s or- | 
der, which he said had been issued | 
/without previous consultation with 


the industry, as the law requires, | 


The removal of Dr. Galbraith was|sity, which the law also requires 


the signal for an organized rebellion 
in professional consumer 
OPA labor policy committee mem- 
bers charged that Galbraith’s re- 
moval and Maxon’s elevation (if it 
comes) would immediately lead to 
higher price levels. 

If Maxon were appointed, they 
declared, he would allow Food Ad- | 
ministrator Davis a free hand, relax | 
price controls, fire key OPA execu- 


tives—thus delaying the promised|urged that OPA use the historical 


price rollback—and give ground on 
the tense question of rent ceilings. 


TOLEDO NEWS—Industrial 
gas consumption up 26% over 
a year ago; electric power 
loadings (outbound tons) up 
17% over last year .. 
debits up 16% . . 
Blade is Ohio’s 2nd largest 
evening newspaper. 


TOLEDO 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


. Bank 
- Toledo 


the future. 


Garden Tools 


THE CIGAR STORE? 


In these days of shifting dealer- 
ships—when merchants are looking 
for any kind of goods to sell—when 
filling stations sell neckties—when 
grocery stores sell potted plants— 
ONE THING STANDS OUT—the 
power of consumer demand. 


That power remains unchanged. 


Today newspapers are being read 
more eagerly, more thoroughly and 
by more people than ever before. 


Now is the time to take advan- 
tage of a rare advertising oppor- 
tunity to promote consumer demand 
for your product by newspaper ad- 
vertising, more potent today than 
ever before. 


Consumer demand is the answer 
to dealer situations—now and for 


BLADE 


from 


| without a clear statement of sae, | 
ranks. | ness 


|canners, and he cited as evidence the 
Further, they said, he will oppose | fact that Dr. Galbraith, in testifying 
|before the Senate committee on 
|agriculture last month, declared that 
| there had been no violations or price 


| groups dealing with standardization, 


/engineering and purchasing depart- 


| hardt, 


and which upsets established busi- | 
practice—the disruption of | 
which the law expressly forbids. 
Concerning the recent change in| 
| grade labeling, when OPA boss 
Prentiss Brown rescinded the order 
requiring grades on labels, but re- 
quired them on the invoices fur- 
/nished wholesalers and retailers, he 
wondered if even these grades were 
not of questionable legality. He 


|grading method employed by the 


manipulations in the canning field 
in 1942. 


Bull Sessions to 
Highlight NAEA 
War Conference 


New York, June 3.—An experi- 
mental series of three officially- 
designated “bull sessions” will pro- 
vide one of the highlights of the 
war conference of the Newspaper 
Advertising Executives Association 
at the Hotel Pennsylvania here 
June 7-9. 

Six subjects will be tossed into 
the three arenas, which will be 
divided according to size of cities 
and circulation. Subjects include 
rationing of advertising space and 
“how it can be done so as to make 
the minimum disturbance”; methods 
of achieving newsprint economies; 
zinc curtailment problems and their 
solution; curtailment of “extra serv- 
ices” to advertisers; the competition 
from radio; and increases in adver- 
tising rates. 

Speakers at the Monday sessions 
will include Walter J. Weir, vice- 
president, Kenyon & Eckhardt; Her- 
bert E. Gaston, assistant Secretary 
of the Treasury; Thomas H. Lane, 
chief, advertising section, Treasury | 
Department, War Savings Staff; and 
Chester J. LaRoche, chairman of the | 
board, Young & Rubicam, and chair- | 
man of the Advertising Council. | 
Conference members will attend a | 
newspaper clinic Tuesday, under | 
direction of Stuart M. Chambers, | 
advertising manager, St. Louis Post- | 
Dispatch. Speakers. will include | 
Vernon Brooks, advertising director, | 
New York World-Telegram; and} 
Earl Gaines, Pittsburgh Press. Sell- | 
ing national advertising in 1943) 
prov ides the topic for Wednesday’s | 
session, presided over by William 
Ellyson Jr., advertising director, | 
Richmond News-Leader and Times- 
Dispatch, and NAEA president. 

Members also will view a news- 
paper exhibit arranged by Earl H. | 
Maloney, advertising manager, 
Peoria Journal-Transcript. 


pa Standards 


Issues Reference Guide 


American Standards Association, 
New York, a federation of national 


has published a new “List of 
American Standards” of especial 
interest as a reference piece to the 


ments of manufacturing companies. 

The “List of American Standards 
for 1943” will be sent free of charge | 
upon written request to American | 
Standards Association, 29 W. 39th | 
St., New York. | 


K & E Appoints Raymond 
Jack Raymond, formerly with the 
Montreal office of N. W. Ayer & Son, 
has been appointed manager of the 
Montreal office of Kenyon & Eck- 
succeeding Louis Van Nor- 
man, who has entered the Army. 


presi- | #2 s&s 


Congressman sought to discover if) “~“* 
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Dr. Pepper Co. is hammering hard on 


its famous drink with large-space news. 
paper copy in the Southwest, featuring 
a quick cure for "fateeg-a-jeebies,” 


McCord Gets Presto 

National Pressure Cooker Com- 
pany, manufacturer of Presto cook- 
ers, has appointed The McCord 
Company, Minneapolis, to handle jt 
advertising. National magazines and 
farm publications have been selected 
for a campaign to break in the near 
future. 


Ware Replaces McCabe 


Frank Ware, formerly with Tim 
Inc., and prior to that with Nation 


Publishers’ Associates, New York 
has been appointed  circulatior 
director of Newsweek, succeeding 


Gibson McCabe, who has accepted 
a commission in the Navy. 


Follows — 


“BREAKFAST CLUB” 
{ Network Sponsor} 


Precedes — 
“IT’S GLEN AGAIN” 


{Local Sponsor} 


and “BREAKFAST AT SARD!'S” 
{ Network Sponsor} 


KGO's nine o'clock New: 
the only open time on K' 
for sponsorship between § 
and 10:15 a. m. It is the « 
9 o'clock news period o 
network station in the * 
Francisco-Oakland area. ><¢ 
your Blue Spot Representat \¢ 
or wire us direct for deta’ 5. 


o * * 
KG () > 
SAN FRANCISCO - OAKLAND 
* «* 


So & 


810 K.C. 7500 WATTS 
Blue Network Company, inc 
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SCREEN BROADCASTS 


TRADE MARK REGISTERED 


Team up your adverfisin 
with official War-Effor 
Government Campaigns 


EAT 


Com- Arm in arm with Uncle Sam—you can focus your identity favorably through 
Con authentic government messages. With these Sight, Sound and Action campaigns, 
ete you can reach a potential weekly audience of 80,000,000—with ONE medium. 
hm —_— i 7... CIVILIAN | _ LABOR 

York SAVINGS — RATIONING DEFENSE JOB SAFETY 
eding CAMPAIGN CAMPAIGN CAMPAIGN CAMPAIGN 


=~ SEVERAL OTHER OFFICIAL CAMPAIGNS IN PREPARATION 


These powerfully effective motion-picture advertising campaigns—the first ever produced under supervision of U. S. government 


agencies—are ready for your sponsored presentation on theatre screens from coast to coast. 


Dramatic, concentrated war-effort instruction messages—that entertain because they inform—they provide a powerful public rela- 
tions program for both national and local advertisers. They keep a finger on the pulse of tomorrow's markets, while strengthening 


community security today. 


0 
“a Each subject introduced under govern- 
ment-agency title. Then, in playlet form, 
the story of a war necessity is inter- 
preted by professional actors, closing 
with your name and your message as 
sponsor. In less than a minute, one solid, 
crisp impression is left with America's 
most attentive audience. 
CAMPAIGN FACTS—Each campaign provides 12-month schedule of 26 subjects, each a different story — one screened every other week at 
every performance during week — screening guaranteed. Can be sponsored nationally, sectionally or locally — sponsor selects communities and 
is 
O theatres. No production cost — low distribution rates cover everything. 
. 
: THESE CAMPAIGNS ARE COMMISSIONABLE 
a Write for explanatory literature or WIRE COLLECT for representative to call. He'll be glad to demonstrate films. 
ils. w . 
The Natoma Wy Nelierk of Theatre Goomandnilins” 
\ 
\ 
| 
/ 923 15TH STREET, N. W. WASHINGTON, D. C. 


5 Distributed—In Southern, Atlantic and New England States by Motion Picture Advertising Service Co., Inc., New 
Orleans, Louisiana. In Northern, Mid-Western and Western States by United Film Ad Service, Inc., Kansas City, Mo. 
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: liquor will possibly account for as s . 

Bonded Whisky much as 10,000,000 gallons, the OWI Ad Unit snceemennsasi _CINCINNATI S AID TO RECRUITING 

study pointed out. 
Can Last 4 Years, According to these figures there Adds Three New 

would be available almost 167,000,- | woss? meant to bx 
Survey Reveals 000 gallons of spirits for consumers) Members to Staff Side-li Say!” 

in contrast to actual consumption of , 7 S222 

New York, June 3.—Although ra-| 157,000,000 gallons in 1941 and 145,-| _ Washington, D. C., June 3.—The o Ss atste 

tioned whisky supplies will fall | 000,000 gallons in 1940. Office of Program Coordination, in- LL Sann a 
somewhat below last year’s sales| Consumption during the first | Stalled in different offices in the So- 
there will be as much available|quarter was down about 13.6% on|Ccial Security building, underwent Wear the Gpelltoit Hay Clee 
during the next 12 months as nor-|the basis of state revenue reports |™inor reorganization this week. 

according to a study of 15 “open”| With the addition of Robert Ferry 


mal annual sales from 1937 to 1941, 
it was revealed here yesterday in a 
survey released by the Allied Liquor 
Industries, national liquor - trade 
association, and prepared by the 
organization’s research and statisti- 
cal bureau. 

The study makes allowances for 
whisky proofs, differences between 
consumption and withdrawal fig- 
ures, leakage and evaporation losses, 
and the estimated amount that dis- 
tillers might want to retain for 


states. Early closings by retailers 
and higher prices resulting from 
higher Federal taxes are expected 
to be reflected in a curb on sales 
despite rising cOnsumer income. 


Wood Issues Brochure on 
Machinery Maintenance 


Wood Newspaper Machinery Cor- 
poration, Plainfield, N. J., has issued 


a brochure detailing its “precaution- | 


and Crane Haussamen, both for- 
merly with the WPB information 
divison, and Maurice F. Hanson, 
formerly with J. Walter Thompson 
Company, Chicago, OWI’s advertis- 
ing coordination unit now consists 
of: H. Andrew Dudley, chief (Wm. 
Wrigley Jr. Company); Seymour 


Morris (Compton Advertising); | 


Herman S. Hettinger (Wharton 
School of Finance, University of 
Pennsylvania); A. R. Whitman 
(Benton & Bowles); Noble Cathcart 


~ - 
fk OLe TOUR HEAD HIGH 1 THE 


GALLANT WAVY BLUE OF THE WAVES OR SPARS 


} 
' 
i 
Fu 


as WAVE o SPAR 


et eee + ae ee ee 


1 

j 

Ph 

? 
Fu 


aging for use after the war, besides|ary maintenance sug gestions,”|(Crowell-Collier Publishing Com-_| 
considering the effect of rationing| theme of a series of business paper | pany): Brooks Darlington (E. I. du a : ; 
on supplies. advertisements appearing during the| Pont de Nemours & Go.):; Kenneth Two advertisements in a series sponsored by the Waves and Spars Recruiting Aid 
About 130,000,000 gallons of dis-| past year. ‘Beirn (Pedlar & Ryan); Maurice F. Committee, Cincinnati, use a direct approach that doesn't overlook the glamor 
tilled spirits will be available to With wartime restrictions inter-|Hanson (J. Walter Thompson Com- associated with wearing the “gallant blue of the Navy.” The series was prepared 
consumers during the next year, the| fering with the company’s personal | pany); Crane Haussamen (Compton as a contribution to the war effort by Stockton-West-Burkhart, Cincinnati. Ran 
report indicates, divided up into/| servicing policy of its line of news- | Advertising): and Robert Ferry West, vice-president and copy director, wrote the copy. 
mare | 112,860,000 gallons of| paper presses and _ stereotyping | (Young & Rubicam). ; 
whisky; 6,000,000 of brady; 2,000,-|equipment, the brochure has been! It was reported that Cliff Sutter,|sketched the duties of each of the 
000 of rum; 1,000,000 of gin, and/distributed to users of the com-| former Aa star and more recently | men in the bureau. Mr. Haussamen Postwar Consumer 
about 10,000,000 of imported spirits.|pany’s products to show specific|an account executive with Geyer, | will head a copywriting division, the . 
Inventories of wholesalers, retailers| steps that can be taken to maintain|Cornell & Newell, New York, will|members of which have not yet been Will Seek Value, 
and taverns are somewhere in ex-|equipment at peak operating effi-|join the bureau shortly. selected. Mr. Morris, who acted as 
cess of 25,000,000 gallons, while|ciency. Butler Advertising, New This week, in a series of inter-|advertising agency liaison when Asserts Bauman 
“hoarding” by consumers of legal York, handles the account. |office memoranda, Mr. Dudley!with the domestic radio bureau of 
/OWI, will be senior liaison officer,| New York, June 2.— After the 


and will maintain contact with the|war consumers will place majo 
emphasis on the value of goods and 


— 


meme 


| industry. 


STATES OF AMERICA wef ate In this particular connection, al- cael rice. as a result 
838/095 tec Ace es TRATION ‘ though the bulk of industry contact - y a nas aes, wit 
WAR RATION BOOK TW has always been cleared through the| rationing and conservation, J. N 
pean Advertising Council, there mee al- Bauman, vice-president in charge of 
ps ways a certain number of advertis- sales for White Motor Compan 
pt. L__%4 ers and agencies who approach OWI) Gieveland, told members of the 
—_ with their advertising problems. | caje, Executives Club here yester- 

Mikedeies These will be in Mr. Morris’ baili-|43. ia 
838092 08 Se nines 4 wick. “This country’s ability to maintai 
WAR RATION BOOK TWO © The job of developing understand- the a vaso "a out ab . “y a 
IDENTIFICATION +e. ing of the basic issues of the war, a en P le ere 
raga ~. fae OFF ict of the United States, the United Na-|@™moun" 0 ‘ll be pe aoe t 7 
ante Ce wae men te el paict tions and the nature of the enemy a ger he , gga gg by the 
einem aie we face, will fall to Mr. Ferry. cost i me a os, =r. Baumar 
Dees caren — Mr. Beirn will handle security of added, stressing the need for greate 


war information, Mr. Whitman and|@c0nomy in distribution. He urged 
Mr. Hanson the national food pro-|the sales executives to take an ac- 


838093 Ew UNITED STATES OF AMERICA 


Orrice oF Pmce AomnersTrs Ton 


— AR, WAR RATION BOOK TWO gram, with its corollaries of conser- | tive part in preliminary planning of 
ve IDENTIFICATION vation, nutrition and Victory gar-| Postwar products. 

, (02. OF. o, S OFF GE dens. Mr. Beirn and Mr. Cathcart Mr. Bauman outlined the efforts 

aN EY Sa ee = cay , hi any in aidi 

ts ) parr ege spe will handle housing, and Mr. Morris|0f his company in aiding the wa 


|will work on recruitment for the| Program by putting idle sales staffs 
| Waves. throughout the country to work i! 
For some time, OWI campaigns|@ campaign designed to keep 4 


boy & >» 7s i OE i have been divided into five general} many of the nation’s motor trans- 
Coc tes 7 ay : ‘divisions: Understanding, Work,| port vehicles as possible in good 
-> es he este : Money, Waste Nothing and Share. | condition. 
we sarees Accordingly, these are the program — 
pebatcmrebe meth wees | = | ph mea arama | managers assigned to the various di- 


Understanding, Robert R. H. Burke Joins 
Ferry; Work, Kenneth Beirn; Money, Cc whe Co 
Herman S. Hettinger; Waste Noth- Ma Wilkins. le 
ing, Brooks Darlington; Share, A. R.| _ R. H. (Rusty) 


Omni. | visions: 

+ The bet © te Cee ee wee a we ee ee mee 

ee we em tee ere ee eet 

9 Pee eet eee * & te a See Os ae et? 

bey breads ah fa ~~ ont ee Se cree be ere ee ew ee 
so eens ote 


Ra kee eee —-* 


Agee iy mayne Seeenemees Gen Gemeeee me Behm fee ce 6 = — ad | Whitman. . Burke, formerly 
PE ae os EE ES oj | At the same time, Mr. Dudley an- | Vice-president of 


/ nounced a planning board which will | Strang & Prosser 
consist of himself, Mr. Beirn (with}) Advertising 
Mr. Cathcart as alternate), Mr. Het- | Agency, Seattle, 
tinger, Mr. Whitman (with Mr.| has joined the 
Hanson as alternate), Mr. Darling-| Seattle office of 

|ton, Mr. Morris and Mr. Ferry. Mac Wilkins, 


— Cole & Weber. 
FTC Cites Carter Copy 


2.997.437 Books Two pean, it Meter 


been active in 
. e Seattle advertis- 
" Carter Products, Inc., New York, | ing circles since 
> ssued in the Detroit Area — i'f.seo"sts Susy Hl 
_ ae New York, have been charged by | Served in various 
° the Federal Trade Commission with | capacities with 
A S of May 
Books ‘Two had been issued 


R. H. Burke 


chapter of the 


rtise- 


‘false advertising claims in connec- | the Washington . 
‘tion with the sale of Carter’s Little| American Association of Ad\ 
Liver Pills. |ing Agencies, and is currently sé¢- 
| FTC charges that the pills have| retary of the group. 
ino therapeutic action on the liver, apucnnbeammnaives 
that the product is an irritant laxa-| ~. 
tive and is dangerous if taken by Gingold Forms New 
persons exhibiting symptoms of ap- Linage Measuring Firm 
pendicitis. - 
Louis L. Gingold, for the pa! !° 
. . years manager of the statistica. a& 
Kuhl Joins Biow Co. partment of Gilman, Nicoll & fu 
Cal Kuhl, for the past 13 years|man, newspaper representative 0! 
/with J. Walter Thompson Company, | ganization, has resigned to org)” 
|has been appointed executive radio|his own linage measuring bus "ess 
|producer for the Biow Company.| The new organization is kno as 
since 1940, Free Press circulation |Mr. Kuhl will direct all Biow radio|Newspaper Linage Service, 4° 
| activities, and will make his head-| headquarters are at 551 Fifth °° 
quarters in Hollywood. |New York. 


1th, 2,557,437 a half billion dollars a year. There 
are three good newspapers in the 
in the Detroit metropolitan area 


(Wayne, Oakland and Macomb 


market all about equal in circula- 


tion. ‘The Free Press is its only 


While the 


20.7‘ « 


Counties). These are “eating morning newspaper. 


Detroit 


books.” The number gives you an area has grown 
idea of the scope and the impor- 
In March 


the value of food sales transactions 


tance of this market. has kept pace with an increase of 


| 


60,633 copies per day since that 


in Wayne County totaled $43,- time, or 20.5°°. No increase in 


500,000 or at the rate of more than advertising rates. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., 
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Por To a man any shelter may be home; its mere possession makes 
are it his “castle.” But to a woman home means much more than shelter alone; 
me 
y the it means people she loves . . . and things she loves. Chairs and tables, 
Amar 
eale 
irged pictures and vases, drapes and flowers... these are home to a woman, 
n al 
od dear to her well-being and happiness. 
ffort 

Wa 

taffs 
rk it That’s why so many women all over the country find themselves 
pa 
rans 

iad pulled irresistibly every week to The New York Times Magazine. 


For the home is an important part of its ““‘woman’s appeal.’’ Mary Madison's 


“The Home in Wartime” department is just one of its many features 


that engross and inform a growing number of homemakers. 


And that’s why this Magazine is important to any advertising schedule designed 
to attract women. For the women who read it as part of the Sunday Times 
make up one of the most attractive markets in the country. 

Indeed, for 24 uninterrupted years, advertisers have found this market 


New York's most attractive! Ask us today for all the facts. 


The New York Times Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO OVER 800,000 HOMES EVERY SUNDAY 
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Postwar Rationing 
of Sugar Forecast 
at Industry Meet 


Chicago, June 4. — Contrasting 
governmental views on the nutri- 
tional value of sugar and candy 
were pointed up this week at the 
wartime conference of the National 
Confectioners’ Association. The 
Army apparently is “sold” com- 
pletely on their value, while a De- 
partment of Agriculture pamphlet 
gives them a low rating in the food 
picture. 


O. H. Lamborn, neniinees. Lam- 
born & Co., New York sugar broker, 
forecast possible postwar rationing 
of sugar if the government con- 
tinues to restrict production, “con- 
sciously or unconsciously,” and to 
push a program “which seems to be 
designed to impose upon the Ameri- 
can people, under cover of the war- 
time emergency, a permanent 
change in our dietary habits.” 

Charging that the government 
controls the sugar situation from 
“soil to stomach,” Mr. Lamborn as- 
sailed a recent Department of Agri- 
culture pamphlet which referred to 
candy and sugar as food of low 
nutritional value, a definition he 
said “leaves one aghast.” 

“In the face of this and other 
propaganda,” he asked, “is it not 
reasonable to ask whether some sin- 


| ister ‘plan’ exists whereby our 
people are to have withheld from 
them, by decree or otherwise, the 
foods which they desire? Shall we 
slide-rule people into eating what a 
government nutritionist conceives 
to be good for them?” 


Army Ration Uses Candy 


Col. R. A. Isker, chief, subsistence 
research laboratory, Chicago Quar- 
termaster Depot, revealed that new 
six-day life raft rations for each 
Army air corps member contain 12 
pieces of candy, six of gum, and six 
vitamin tablets. Two ounces of 
candy are provided for each day— 
and it is the only food in the emer- 
gency ration, he said. 

Heavier demand for small-size 
units at post exchanges, ship service 
stores, canteens and in factories has 


boosted production of five-cent can- 
dies 50% during the past two years, 
according to Harry R. Chapman, 
New England Candy Company. A 
recent association survey also dis- 
closed that candy makers have 
trimmed varieties of confections 
from 13,400 to less than 3,500 dur- 
ing the same two-year period, thus 
stretching available supplies. Only 
lines not reduced are the five-cent 
and one-pound package items. 


— 


Norge Appoints Vladimir 


Norge Division of the Borg-War- 
ner Corporation, Detroit; Borg- 
Warner International, Chicago; and 
the parent company, Borg-Warner 
Company, Chicago, have appointed 
Irwin Vladimir. & Co., New York, 
to handle their export advertising. 


& 


CIRC 


New York City is one place . . 
people! For instance, there is a wide difference in size 


of family. Recognizing 


. but certainly not one 


this differential the Federal 


Government issued individual ration books for EACH 


member of the family. 


New York City contains thousands of apartments which 
were specifically constructed to house the 665,848 one 


and two-person families that reside there. 


These 


families, so called, have ample means with which to 
buy, but they are much better customers for restaurants 


than for grocery stores. 


Ration points play a very small part in the daily lives 


of these families. 


COUNTS MOST IN NEW YORK CITY 


_ 
- 


“WE'RE A FAMILY OF 5! ‘OUR 
_ 560 POINTS: A MONTH Ad AS 


On the other hand, New York City has several hundred 
thousand private one-family homes . . . most of them 
are located in Queens and Staten Island. Here is where 
the city's middle-class families live and bring up their 


children. 


The housewives that rule the destinies of these families 
know the value of their Ration Points. They know that 
buying nationally advertised brands gives them more 
value for both their money and their precious ration 


points. 


In covering the New York City market, you will find 
that it pays dividends to concentrate on this preferred 


group. 


REACH THEM MOST ECONOMICALLY THROUGH THE USE OF 


NEW YORK CITY'S 


HOME GROUP 


Gong Island 


Covering the southern half of Queens (New York City) 


Long Island Star Journal 


Baily Press 


re 


“Covering the northern half of Queens (New York City) 


Staten Island Advance 


: __. Covering Staten Island (New York City) Std oI 


185,532 


ABC CIRCULATION 


‘DIGEST’ AGAIN 


NEW BIO-DYNE 


TREATMENT FOR 


SPERT! BIO-DYNE Ointment brings to sclenc: 
on entirely new concept in wound healing 
Now you «can teach for i s wn all sea've probably words .4 


own medicine “How soon will i he shi . 
the newly deve bam | treat «ase this adrenced healing a...” 
which has 


© onthe on the meiner weeds and } 
siastically reported in Time dai are alwavs Ouray + 
Magazine, Ne@rweek 204  jrome?” Sperti Bio Dyne « 
Reolers Digest ment, is available mow. ( . 
No doubt. you read how, ia tube today before you wood” 


Bio- a 
Ointment healed faster than for major bures, we your 
wy methods, relieved pain = sician. Sperti, Inc. Cincin 
alemost instantly, prevented dis 
figuring scars where they'd nor © ’ 
mally have been expecerd. Fs Ss O5¢ 4 r0e8 on al 


ONLY SPERT! BIO-OY HE OINTMENT CONTAINS BIODYKrs 


— 


Apparently Reader's Digest need not 
worry about getting free publicity, paid 
for , * others. Latest example is this 
184-line ad by Sperti, Inc., in the east. 
ern edition of This Week Magazine citing 
a Digest report on biodynes. Stockton 
West, Burkhart, Cincinnati, handles the 
Sperti account. 


Car Card Group 
Plans Research, 
More Promotion 


Chicago, June 1.—With circulation 
figures increasing at a heartening 
rate, the National Association of 
Transportation Advertising has 
launched a research project aimed 
at establishing procedures for eval- 
uating advertising readership of car 
cards. 

The study, under direction of a 
committee headed by Frank J. Ellis, 
president, New York Subways Aa- 
vertising Company, also will review 
the riding habits of users of the 
85,000 vehicles estimated to carry 
transportation advertising. It was 
voted by association members at 
their annual meeting here May 
14-15. 

Members were told that circula- 
tion has reached a new all-time 
peak of 18 billion, nearly 30% ahead 
of 1941 figures, with rides per capita 
up from 182 to 230. Results of the 
research are to be used in an en- 
larged promotional program, accord- 
ing to Phil J. Everest, formerly as- 
sistant to the president, who was 
elected executive secretary. 

The NATA launched a war cam- 
paign “pool” in February, placing 
more than 100,000 car cards pe! 
month at the disposal of OWI! 1 
support of government war projects 
Under direction of Lt. Comdr. Prict 
Gilbert, OWI bureau of graphics and 
printing, the pool has aided the 
OPA, War Manpower Commission, 
Treasury Department, the Spars 
and the Red Cross. During June and 
July campaigns will feature recruit- 
ing of womanpower, nurses’ aids, 
and women for all branches of the 
armed forces. 


Agency Names Personne! 


The recently formed Shappe- 
Wilkes advertising agency, 21° 
Fourth Ave., New York, has namec 
the following personnel: M02r) 
Stevens, associate art director; Anne 
Lesser, publicity; Charles Cat 
zaro, assistant production manaze! 
Sylvia Gold, accounting; and A»n- 
ette Simon, media. 


Fort Wayne’s grocery bill for 
1942 amounted to $17,830,- 
000—largest grocery bill of 
all cities in Indiana (except 
Indianapolis).Drug Store Sales: 
$3,651,000—a volume far 
ahead of most Indiana markets. 


The News-Sentinel 


Fort Wayne's Good Evening’ Newspape! 
FORT WAYNE, INDIANA 
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CAVE WALL SCRATCHINGS EARLY EGYPTIAN PAINTING CAROLINGIAN BAMBERG BIBLE 


wae 


A fowes that moves minds 


: From that ancient day when Og first scratched n the wall of hig cave the story o 
= successful hunt, man has found the picture-stofy his most potefit form of expression. 


TS ET VICTOIRES 


id As he developed cuneiform, hieroglyphi¢s, ideographs And finally alph 
> gained a new flexibility and range of expregsion... but he ould never reliyfquish the 


on dramatic power of pictures. Through the Ages, with congtantly changi 
with the added impact of vivid color and the developmeyt of continuity 
has moved minds and hearts... becaus¢ we humansAhink in pict 


draw stories before we write them. TODAY'S STRIP CONTINUITY 


ned Ulysses and Paul Bunyan. 


So basic and universal is/their appeal that, hort decade“go, comic 


lis magazines are today the most widely read material “currently sell 
lew more than 35,000,000 copieé per isste! Here/i i$ a new andpowerful force that 
ry moves minds... 
Fen 
ila 
~ 
pita 
the 
en- 
yrd- 
a > > ’ / 
i. a 
um- “ee or9 % , CI Cc on (sc. 
: 
= Alert advertisers recognize the sell-ability of this dynamic medium. — 
The Comic magazine advertising has proved uniquely effective in at- 
ee tracting attention... arousing interest ...creating desire...and stim- 
and 
it ulating action! 
= Pioneers in the development of comic magazines and leaders in a 
: the field today are the publishers of the NATIONAL COMICS GROUP. . 
el AD \\ , _— , ; i 
— o \\ The eighteen publications that make up this group include the largest- 


selling comic magazines in the world... SUPERMAN, BATMAN, 
WORLD'S FINEST COMICS, ACTION COMICS and ALL-STAR 
COMICS, etc. The 6,000,000 net paid guaranteed circulation of the 
NATIONAL COMICS GROUP (delivery 7,300,000) provides a direct 


approach to a large segment of the American market at the lowest 
NARRATIVE ILLUSTRATION: rates in the magazine field. 

The Story of the Comics is available with- 

out charge to interested advertisers and 


' their agencies. This fully illustrated, 28-page Nationally Represented by RICHARD A. FELDON & CO. 


ee Richard A. Feldon + Erik R. Singer » 420 LEXINGTON AVE., N.Y. C 
ume III, No. 2. Write for your copy today. Coe 


ue t : Re ae eee 5 ot eh; oe i “yan aa a. ea pg eT x “yt Ms, - Ce f ma = . 
NATIONAL GROUP 
: = é : ' ; , Le: . Se. re... j er i i 3 . ‘ —_— ef ? 


“AMERICA’S FAVORITE COMIC MAGAZINES 
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In the pictures and words of the modern comig’magazines, both impact and flexibility ———— 
ion have been integrated into a single pérsuasive fofce. Peopled/Wwith strangeénd wonderful . 
Ing ad . * * * ma : 
of heroes, the comic magazines hav¢ given us # modern mythology; Superman has joined i 
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War Advertising | 
Exhibit to Spark 
AFA Conference 


New York, June 2.— Advertise- 
ments of approximately 60 of the 
country’s largest advertisers will 
comprise an exhibit of wartime ad- 
vertising presented by the Adver- 
tising Federation of America in con- 
nection with its war advertising 
conference to be held here June 
28-30. 

The advertising campaigns to be 
displayed on panels in the Federa- 
tion’s exhibit will illustrate the 
many ways in which manufacturers 
and others are using their advertis- 
ing to help solve war problems in 
the national interest. Another fea- 


ture of the exhibit will be booth 
displays sponsored by companies in 
the media, service, and equipment 
fields. 

War themes will dominate the 
discussions, with major emphasis 
being placed on ways and means 
for advertising to give greater serv- 
ice in the war effort and on postwar 
planning as it affects advertising. 
The Office of War Information and 
the Advertising Council, who are 
collaborating in the conference, will 
also display examples of their work 
as part of the advertising exhibit. 


Kellogg Named Ad Head 


George A. Kellogg has been ap- 
pointed advertising and promotion 
manager of the sutures division, 
Johnson & Johnson, New Bruns- 
wick, N. J. 


Wholesale Produce 
Copy fo Consumers 
Proves Its Value 


Columbia, S. C., June 2.—An 
advertising experiment by a whole- 
sale produce house here which car- 
ries its messages to the public con- 
sistently in newspapers and maga- 
zines has proved so successful that 
the company plans to continue pro- 
motion indefinitely and to step up 
its advertising as circumstances 
warrant. 

Pearce - Young - Angel Company, 


with headquarters here and 


branches in Asheville, N. C., Au- 
gusta, Ga., and Chester, Greenville, 
Greenwood, Orangeburg and Spar- 
tansburg, S. C., is the up-and-com- 
ing produce house which is blazing 
a new trail in its industry. Few 
wholesalers in any line do any 
appreciable advertising, particularly 
consumer advertising, and this situ- 
ation holds true in the produce field 
to an unusual extent. 

But Tom B. Pearce, president of 
the company, sees no reason for 
following the conventional no-pro- 
motion policies of the industry. “For 
the past several years we have been 
doing a considerable amount of 
advertising, both mewspaper and 
radio, at the several places where 
our branch houses are located,” he 
told ADVERTISING AGE this week. 
“We started this advertising in a 
very modest way and have gradu- 


“WELL 
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BUY IF 
YOU USE W-H-O!" 


Thanks to a Survey made by the Lowa 


Pharmaceutical Assn., you now have 


confirmation of what merchandising 


help your I 


owa druggists, themselves, 


say they want. 


They want 


W-H-O! 


The Association itself made the Survey 


arly in 1943. 


They asked members: 


“What state-wide advertising medium 


helps to sell the most goods for you?” 


Replies 


were 


from 


received every 


county in Lowa. 


score stood as follows: 


87.4% said Radio 
7.8% 
4.5% 


0.3 


When tabulated, the 


said Large Newspapers 
said Farm Papers 


said Billboards 


Among those druggists who mentioned 


any particular station, the score stood 


as follows: 


Station C 


“eee * © © © © oe 


oe 62) & 63 4.4 


‘6.686444 » @ 


(No other station received more than 3% of votes.) 


We thought these figures might help 


you make your 1943 radio plans in 


Iowa. 


The complete Survey will be 


gladly sent on request. Or ask Free & 


Peters. 


WHO 


jor IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 


J. 0. MALAND, MANAGER 
FREE & PETERS, INC. . . . National Representatives 


CONSUMER COPY 


“HILLTOP” G 


Seedien: Grapelrot ore 
4 
freshly picked. Start the dey off 


“HILLTOP” 


Seediess Velen. 


now at their best. Sweet 
as suger ond full of juice. 
Get your Vitamin "C” from “WRATOR” 


Gropetrait. 2 glass of delicious "WALTOP” Oreno, 
os 
Apples ("78 Texas Corn Of. 
We ere now distributing te Another cor of this fine 
the rete: | desler: the Choie TEXAS “CORN ON ThE =) 
ent WIMESAP Apples from COB hos ust been rectived 


Weshington and Vigne ond ALBEMARLE 
PHPINS from Virginia. PIPPINS are unes- 
celled for eating (resh oF for cooking 


from Seuth Caroline, 
beth Red and White ve 
tietion, are now avail hend for their ms 
able ot your Favorite retail dealer at rea- Refresh yourself and family with 
sonable prices SUMEIST Lemonade 


For Ree! Enjoyment AM Fruity Should Be Chilled Before Serving 


PEARCE:YOUNG-ANGEL COMPANY 


Ak OF THE ADOTE HENTIONED [TENS A8E SEUNG BSTRRUTER TO THE RETAIN SEALERS OH THE Comer is con 
ORANCHRURE ABPAS BY OR MOUEES 41 TrTts POOmTS 


nd is being distributed te the rete)... 
ers. Enjoy this fine Corn while is 
able 


Ave the Veverite o! » 
Keep @ lberel wu» 


an ‘a 


Pearce-Young-Angel Co., wholesale pro. 

duce house, uses newspaper advertising 

like this 730-line copy consistently jn 

its territory, as well as radio promotion, 

to win good will among both consumers 
and retailers. 


ally increased it until our fisca) 
year, which ends June 3, will show 
the largest appropriation for adver- 
tising we have ever had. 


Takes Seasonal Slant 


“We realize it is rather unusual} 
for a produce house to advertise like 
we do,” Mr. Pearce continued, “but 
we are confident we have received 
many benefits in connection with 
our advertising program. It is our 
idea that an intelligent appeal to the 
consumer will bring good results 
to all concerned, and this is the 
type of advertising we do, taking 
advantage of seasOnal opportuni- 


ties to call to the attention of the 
|consumer the fact that certain item: 
|are available and ready for distri- 
| bution. Whenever possible we 
|advertise brands as well as varie- 
| ties. 

“We think our advertising helps 
us with the retail merchants as wel! 
as with the consumers. We do not 
confine our advertising altogether 
|to daily papers, but in some of ou 
|territories we are using weekly 
|papers as well. Of course, we stres: 
| the importance of increasing the use 
of fresh fruits and vegetables, as 
| well as the necessity of getting suffi- 
cient vitamins out of foods con- 
sumed. In addition to newspaper 
|advertising, we are also doing con- 
|siderable radio advertising, in some 
|instances sponsoring special pro- 
|grams and in others confining our- 
iselves to spot ads at certain times 
| “We have been able to increase 
the sale of certain highly perishable 
|commodities, we are confident, and 
|'we feel that our advertising not 
only helps us but our competitors 
|}and the industry as a whole.” 
| There’s nothing flossy about the 
|company’s advertising. It mentions 
‘commodities that are in season 
stresses their value, and adds that 
ithey are available through retail 
| dealers. But, as Mr. Pearce says 
|it aids the company among dealers 
}as well as consumers, and it does : 
|job for the industry as a whole, a: 


well as for Pearce-Young-Ange! 
|Company. 
Joins Agency Copy Stati 


Margaret Lamplugh has _ joined 
'the copy staff of the San Francisc 
| office of Botsford, Constantine & 
| Gardner. 


f 


They’ re Young 
| Published by GIRL SCOUTS 
, 155 E. 44th. Se., New York 


Me mber of 
THE YOL'ITH GROUP 
. — a E “yy 
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Whatever the future may call for . . . on whatever day the Period | 
pee of Transition begins . . . one fact stands out with crystal clarity— ie 
1e use . <a 
BS, as ; 


- ADVERTISING WILL HAVE TO BE INTEGRATED INTO AN ENTIRELY NEW SET OF CONDITIONS i“ 


pape! 
yg con- 

some * 

pro- 
“ our- . . . . . . . . 
times Management Men in all industries will be making new and important decisions 
crease e ; 7 
shable —decisions on new materials, new processes, new services, new methods of dis- 
it, and 


g not tribution. Specifying and purchasing will be a function of Management far 
etitors ° ° 
: more than it has been in the past. 


ut the 
entions 
season 
is that 

retail 


_— And above all Management will have to know from week to week just what is 
does : going on in Washington—at the GHQ of all Industry. 


* 


* 


aff Management is reading the news pages of The United States News to 


joined 


om . keep abreast of the national trends— 
ine 


Management is reading the advertising pages in the United States 
News to keep abreast of the many new products and services that 


Industry is ready to put on the market the moment the whistle blows. 


* 


ie Earmark your advertising budget to include a cycle , 


of pages to run regularly in The United States News. 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


‘HE ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 
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The Public and 


War conditions and government 
regulation have turned business and 
all its mechanisms inside out. The 
public not only wants to know what 
is going on, as a means of checking 
the supply situation on all types of 
commodities, but is forming definite 
opinions as to the effectiveness of 
the numerous types of controls 
applied by government to produc- 
tion, distribution and prices. In 
other words, business is more than 
ever a gold fish operating constantly 
in a show window. 

For this reason current discus- 
sions of grade labeling, which used 
to be considered a rather academic 
and highly technical subject, are of 
widespread public interest. Busi- 
ness and advertising have made an 
excellent case against it, and yet it 
must be admitted that from the 
standpoint of the average consumer 
government standards of quality as 
a basis for product labeling may 
seem plausible and even desirable, 
especially when she is told that only 
in this way can price control be 
made effective. 

Thus it seems to us that what is 
needed at present more than any- 
thing else is public education on the 
part played in our economy by 
established brands. Consumers who 
have habitually saved time and 
money by buying known quality 
and proved satisfaction in terms of 


Grade Labeling 


recognized trade names would prob- 
ably not be swayed too much by 
government grade labels anyway, 
but there are a great many people 
who have been impressed by propa- 
ganda of the professional consumers 
on this subject, and who believe that 
grade labeling would solve all their 
problems of brand selection and 
economical buying. 

The success of advertised brands 
should be explained to the public 
not as the result of a subtle but 
overpowering attack which elimi- 
nates all opportunity for wise selec- 
tion and thereby increases prices, 


which quality is brought to the 
attention of consumers and is tested 
and approved on the basis of actual 
experience. Thus not only is value 
assured, but time and effort saved 
in the every-day task of buying for 
family and individual needs. 
Newspapers, magazines and the 
radio, which have a_ tremendous 
stake in the maintenance of adver- 
tised brands, might consider doing 
something along this line. With the 
help of advertisers and advertising 
agencies, they could make a great 
contribution to public understand- 
jine: and thus prevent the adoption 


|of a policy which in the long run | 


‘would be detrimental if not fatal to 
| the general acceptance of advertised 
| products. 


Propaganda in the Movies 


The moving picture industry has 
made its facilities available for gov- 
ernment films which officially pre- 
sent information and ideas which 
it is desired that the public receive. 
This is legitimate, undisguised prop- 
aganda of a type which is necessary 
and important in waging an all-out 
war. The movies have won merited 
commendation for their part in the 
dissemination of this type of public 
information. 

On their own, however, some film 
producers are undertaking propa- 
ganda which is offered as pure 
entertainment, and which is doubly 
dangerous because it is not labeled 
as propaganda. “Mission to Mos- 
cow” has been criticized generally 
because of its distortion of historical 
fact, but even this picture is not too 
dangerous, because its title and sub- 
ject matter suggest its propaganda 
character. 

What is far more serious, it seems 
to us, is the injection of propaganda 
material in films which are not pri- 
marily of a political character, and 
against which, therefore, the public 
is not on guard. A typical case is 


“Keeper of the Flame,” an M-G-M 
film which has won acclaim because 
of the fine performances of its stars, 
Spencer Tracy and Katharine Hep- 
burn. Yet the picture portrays a 
background situation which, if ac- 
cepted literaliy, would be exceed- 
ingly harmful. 

It declares the existence of a 
group of American business men, 
editors and publishers who are try- 
ling to establish a fascist type of 
| government and to sabotage the war 
effort. Such a situation obviously 
does not exist, and the producers 
/may say that it is pure fiction. Yet 
the implication is clear that the 
j}basic theme of the production is 
| true. 


It is impossible for business men 


propaganda of this character, espe- 
cially when they are devoting their 
lenergies completely to the war 
leffort. That is what makes this 
type of film so dangerous as a 
method of implanting ideas which 
may be accepted by a large portion 
of the public as factual. This, we 
admit, is not “ars gratia artis.” 


Advertising Age 


but as a competitive operation in| 
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"This is a soecial introductory package." 


Adds Another Freedom 


Dale Nichols, whose reputation in 
the field of art and design is well 
enough established so that he can 
devote at least a portion of his 
thinking to other subjects, sends us 
a copy of a letter he has sent to Ben 
Hibbs, editor of The Saturday Eve- 
ning Post, with reference to the 
“Four Freedoms” paintings of Nor- 
man Rockwell. 

“Upon seeing the beautiful post- 
ers of Norman Rockwell’s Four 
Freedoms and his honest portrayals 
of the real people who are the back- 
bone of our nation,” says Mr. Nich- 
ols, “I am conscious of the glaring 
omission of a Fifth Freedom. 

“This fifth freedom should show, 
painted as only Norman Rockwell 
can paint, that ruthless, to-hell- 
with-posterity type of business man 
who infests our midst. With him 
should be pictured the mercenary 
religionist, the tongue - in - cheek 
politician, the publisher of the 
magazine which ‘talks down,’ and 
the editor of the newspaper who 
colors his reporting for selfish ends. 
Show them all hungrily looking at 
the people of the other four posters. 
Have a coat of arms hanging back 
of them picturing a lamb and a pair 
of shears, and bearing the inscrip- 
tion, ‘Give Nothing—Take All.’ Call 
this poster ‘Yours to Protect — the 
Freedom of Exploitation.’ 

“Norman Rockwell is a damned 
good illustrator. But what this 


country needs is an American Diego 
Rivera.” 
How about you, Dale? 


The Revolt of the Writers 

This correspondent was unfortun- 
|ate enough to find himself, one day 
last week, the recipient of three 
business invitations on one day. One 
was to a morning conference; an- 
other to a luncheon; the third to 
cocktails. The morning conference 
was strictly business, and made 
|sense, but it did take all morning. 
|The luncheon and the cocktail party 
|} were business, too, but they didn’t 
j}make much sense. The luncheon 


|}consumed, including the inevitable | 


| liquid appetizers and a certain dila- 
toriness in getting started, a full 
ithree hours in the middle of a busi- 
ness day, and wound up with dis- 
tribution of a printed volume which 
}contained all the material in which 
|the press was interested. The cock- 
| tail gathering was even worse. Called 
for 5 o'clock as the background for 
la “momentous announcement,” it 
|brought together some 40 repre- 
sentatives of the daily press and 
|various segments of the magazine 


to wait until 6:15 for the “momen- 
tous announcement,” which took 
exactly 24% minutes to make. 

Your correspondent objects to 
this procedure only 


and might as well fill in the hours 
eating and drinking on other peo- 
vle’s entertainment accounts as in 
any other way. But in every “press 
gathering” of this kind there are 


}and a score of foreign countries. 
| field and the business press who had | 
|to defend themselves against subtle 


Ad-libbing 


always two or three working men— 
not infrequently among the leading 
lights of their trade—who have 
something to do, and not quite time 
enough to do it in. For their bene- 
fit, if for no other reason, “press 
conferences” should be shortened or 
eliminated wherever possible. 


Too much of the wining and | Ulation, factory payrolls and retail 
dining of the press seems to be a Sales. 
hangover from the days when re- | No, 2180. 


porters got $3 a week and had to} 
fill in their diet with free meals oc- | 
casionally or go hungry. Too much 
of it is a waste of time and a waste 


of money. But advertisers and | 


others who deal with the press | 


might well consider this rule: 

If you must combine the release 
of information with social festivi- 
ties of some kind, whenever possible 
release the material first, and let 
who will remain for the festivities; 
if this is not possible, try to estab- 
lish some definfiite time when the 


material will be discussed or re-| 
leased, and have it done at as near | 


that particular time as possible. 


Jottings 
Add unsung heroes of World War 
II: “From now on we're talking 


war!”” announced the Ashland Dry 
Goods Company, Ashland, Ky., last 
Dec. 27, and ever since the depart- 
ment store has been doing just that 
—in four full columns in the Ash- 
land Daily Independent. “Most all 
of our advertising will be used to 
assist in the war effort,” Meyer Mit- 
tenthal, manager, explained in out- 
lining the company’s advertising 
policy for the duration. Well over 
50 advertisements have been carried 
to date, with the emphasis not on 
merchandise but war bonds and 
stamps... 

Capper & Capper, swank Chicago 
clothier, published a “balance sheet 
—with apologies to Mr. Dun and Mr. 
Bradstreet,” in Chicago papers the 
other day, in which it lined up an 
institutional message for the estab- 
lishment in conventional financial 
lingo and form... 

Dumore Company, Racine, Wis.., is 
supplying a patriotic pin-up card to 
its distributors, with the phrase, 
“Let’s All Do More,” on it. The 
motto was originated in the com- 
pany’s house organ and has been 
used with good effect in war produc- 
tion campaigns at Dumore ... 

Thought you might want to know 
that the observatory atop New 


|York’s Empire State building has 


clocked off 5,181,773 visitors since it 
opened. During the week ended 
May 23 there were 14,148 visitors to 
the tower, representing all 48 states | 


New York’s Adler shoe stores are | Vertisers. 


still plugging out-sizes, with big| 
newspaper copy last week saying, 


\“If your foot is as long as 16, as wide | 


as EEEEEE, or as narrow as AAA, | 


vicariously, |¢ven if you need combination lasts,| forms the basis of this brochur¢ 
since he has nothing to do anyhow, | YOu can be fitted comfortably with which has been issued by the Phila- 


shoes, slippers and socks at Adler. 


|Extra-size gloves too; and Adler 


‘Longfellow’ shirts with neckbands 
up to size 20 and sleeve lengths up | 
to 37 inches.” . . 


Information 


| Grass, the Lexington Herald-Leader 


a, 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead.. 


No. 2178. 
gram. 
The American Home has issued 
this brochure, which outlines the 
purposes of the planned editorial 
program inaugurated last January, 
covering the homemaker’s basic in- 
terests. The succeeding pages con- 
tain discussions of articles, planned 
and scheduled, on foods, gardening, 
home equipment and repair, as well 
as numerous others, by the editors 
of the magazine’s various depart- 
ments. 


Planned Editorial Pro- 


No. 2179. War Activities and Trends 
in the Milwaukee Journal Mar- 
ket. 

In this folder the Milwaukee 
Journal pictures, with charts and 
photographs, the new wartime Mil- 
waukee and Wisconsin market. The 
city’s influx of workers is reflected 
in figures showing increases in pop- 


Growing to Win. 

Population, income, sales and 
|crops, as well as the 1946 Derby 
winner, are growing in the Blue 


reports in this folder. Figures are 
given for population gains, farm 
|production and income, retail sales 
and other market data, with a re- 
port on the newspapers’ circulation. 


No. 2181. 54,638 New People. 

Oklahoma Publishing Company 
has issued this folder, which re- 
ports a 25.3% increase in Oklahoma 
County population and shows, in 
graphs, what this rise has done to 
|retail sales in Oklahoma City and 
in the Tenth Federal Reserve dis- 
trict. 


No. 2129. Memphis Grocery Sales 
Records. 
This is a 12-month record of 


actual consumer sales of 27 classi- 
fications of food products—565 sizes 
ot 330 different brands—in Mem- 
phis, Tenn., issued by the Commer- 
cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes sold 
and percent of unit sales over the 
12-month period, and graphs pic- 
ture the seasonal trend in each 
classification. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 

The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non-users and typical comments 
showing consumer attitudes. 


No.2162. Coloright Inks. 


The 11th folder in the color facts 
series, issued by Eagle Printing Ink 
Company, division of General 
Printing Ink Corporation, contains 
a check list and swatches of 1% 
colors adapted to all forms of pri! 
ing. Part of the folder is devoted 
to Colorcues and a review of fac's 
and principles for printers and ac- 


No. 2141. There Is No Substitu': 
for Selling Power. 


A study of advertising volume 


delphia Inquirer. Tables and graph: 
show the total linage picture. fo'- 
lowed by an analysis of retail fig- 
ures, general advertising and class'- 
fled volume. 
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ADVERTISING AGE 


TRADE 


Wis a Philadelphia woman has to wear 
something, she goes to Market Street. When 
she has nothing to wear, she goes to Chestnut! 
Chestnut Street, from Eighteenth to Seventh 
Streets, is Philadelphia’s Rue de la Paix, 
Regent Street, Fifth Avenue, Michigan 
Boulevard, address of the most and the best 
specialty shops in Philadelphia. 

Chestnut Street coaxes the custom of the 
fashion-conscious female, the younger and 
\ q better-incomed, the woman who would 
rather be smart than saving. Chestnut Street 
charge accounts represent the best clientele 
in town, including many a Main Liner. 

Naturally, the Street that sells fashions 


to Philadelphians shows off to best advantage 


| to the best customers in town...and makes 
at The Inquirer its showplace. For the past ten 
a years, Chestnut Street merchants have been 
= 


prospecting in The Inquirer, and finding 


pay dirt regularly. 
o °- 


Last year, The Inquirer carried 
1,816,123 lines of specialty shop business 
... 469,000 lines more than the second paper 


CEE) 


hiladelp 


NATIONAL ADVERTISING REPRESENTATIVE 
Osborn, Scolaro, Meeker & Co., 


INDEX 


... twelve blocks long 


—which has the largest circulation in 
Philadelphia, but apparently doesn’t reach as 
many fashion prospects! The Inquirer’s 
linage in this classification, incidentally, 
placed it first among all weekday morning 
newspapers, second among all weekday 
newspapers in America, 


Cenner STREET linage is also an index 
for any advertiser of a better than average 
product, with a better than average price. 
The Inquirer doesn’t reach all the families 
in the Philadelphia market, but it obviously 
reaches those with more means who make 
advertising more productive. 

Chestnut Street linage is just enough 
index of Inquirer readership as a medium 
in America’s third market—a_ readership 
that put this newspaper four million lines 
ahead of the second medium last year. 

Learn more about Chestnut Street as a 
trade index, and understand why The Inquirer 
should be the first choice of the national 


advertiser as well! 
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Vew York, Chicago, Detroit, St. Louis 


Keene Fitzpatrick, San Francisco 
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Appliance Makers 
Look for Stable 
Postwar Dealers 


Selective Dealership 
to Be Key; Won't 
Scramble for Outlets 


By S. R. BERNSTEIN 


New York, June 1.—It became 
increasingly clear here last week 
that established manufacturers in 
the electric appliance field have no 
intention of adding on dealers 
willy-nilly when the war is over, 
but that on the contrary their gen- 
eral thinking follows closely along 
the line laid down by Howard 
Blood, president, Norge division of 
Borg-Warner Corporation, who told 
several hundred dealers here re- 
cently that they would be pro- 
tected against an influx of new and 
competitive outlets carrying Norge 
products. (AA, May 10.) 

Although established electric ap- 
pliance makers anticipate record- 
shattering sales in the postwar 
world, most of them say they are 
not likely to forget the lessons of 
the war period, when strong dealer 
organizations weathered the storm 
surprisingly well, and dealerships 
established with the idea that every 
added retail outlet is just so much 
gravy proved too weak and insecure 
to last. 


Maintain Selective Dealerships 

In this respect the electric appli- 
ance field and the automobile field 
seem to be thinking in common 
terms of a limited number of strong 
dealers, well established and capa- 
ble, and each provided with a terri- 
tory large enough to make success- 
ful operation reasonably certain. 

The situation is different, of 
course, with regard to newcomers 
in the field, of which there are cer- 
tain to be many, and equally with 
regard to those who were estab- 
lished in the industry before the 
war, but who were unable to de- 
velop completely satisfactory retail 
distribution channels. 

Most manufacturers are under- 
standably reluctant to commit 
themselves in postwar distribution 
plans, but a number queried by 
ADVERTISING AGE expressed their 
agreement, in principle, with Mr. 
Blood’s thesis that existing dealer- 
ships must be protected from wide 
open competition by the manufac- 
turers whose products they sell. 


Eureka to Carry On 


For example, G. T. Stevens, vice- 
president, Eureka Vacuum Cleaner 
Company, Detroit, says that the 
postwar period will find his com- 
pany following the same selective 
dealer organization plan it inaugu- 


rated before the war began. “Since 
installation of this plan had only 
been partially completed,” he says. 
“Eureka’s dealer organization will 
be expanded, but will follow the 
same selective policy that proved so 
successful before the war. We agree 


heartily with the fundamentals of 
dealer organization outlined sy Mr. | 
Blood.” 


The management of Westing- 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * (THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


house Electric Appliance Division is 
“broadly very much in accord with 
Mr. Blood’s statements regarding 
postwar distribution,” John E. Kin- 
sey reports. “They point out that 
most manufacturers have always 
felt that a few good dealers were 
better than large numbers of medi- 
ocre dealers. 

“It is difficult at this time to state 
exactly what our distribution pic- 
ture will be in the postwar period, 
but in general our management be- 
lieves that ‘most any manufacturer 
will try to secure the best possible 
outlets to produce a maximum of 
business with a minimum of con- 
tact.’” 


Always Limited Outlets 


George S. Jones Jr., vice-presi- 
dent and general sales manager of 
Servel, Inc., says that he is very 


much in sympathy with Mr. Blood’s 
comments. “I do question the exact 
wisdom of making any definite 
statements of this nature in view of 
the certainty that we will face many 
new factors in the postwar world,” 
he adds. 

“It has always been the policy of 
our company to limit our outlets to 
the extent that each outlet has a 
satisfactory, large and exclusive 
sales potential. It seems to me that 
Mr. Blood is simply voicing the 
same general premise in his assur- 
ance that Norge would make no 
effort to build up a large number 
of dealers in the scramble for post- 
war business. 

“IT think he is simply confirming 
my opinion that more satisfactory 
results have been secured and 
always will be secured from a list 
of dealers based on a quality re- 
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quirement rather than a quantity 
requirement. I agree that the post- 
war period will be intensely com- 
petitive. I further believe that 
dealers who by the very virtue of 
their territorial allotments can 
afford to organize intelligent and 
adequate sales forces, will be more 
desirable than ever. 


Real Problem Employment 


“It is true that there will be a 
tremendous backlog of purchasing 
power and a tremendous backlog of 
purchasing desires. This period, 
however, for the manufacturer and 
distributor of consumer durables, 
will pass within a reasonable time. 
We then face the real job of keeping 
employed every able-bodied man 
and woman desiring employment 
continuously. Thus, and thus only 
can American industry defend and 


justify its existence. Thus, and thy; 
only can the American public, ang 
for that matter, the greater pa; 
of the rest of the world, enjoy the 
real benefits that the industrial aye 
holds for it. 


Salesmanship Needed 


“Salesmen and salesmanship of 
the type and caliber developed ip 
the automobile industry, the refrig-. 
erator industry, the radio industry 
and others, will be sorely needed 
carry the story of the conveniences 
created by the tremendous advance- 
ments in the world of science. That 
person who feels that the wheels 
of industry will be kept rolling to 
fill an already created desire and 
demand is not conscious of the 
proved fact that new things, 
whether they be philosophies or 
religions or creature cOmforts, must 
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“The Boat Behind the Headlines” 
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ius be demonstrated and explained be-| cal heating appliances and naturally Starts Eastern Drive Haire to Publish SUCCESS STORY 

nd fore they are used. our distribution problem is very par > pe 

art “Unfortunately, there are too| much different from Norge’s. The New York division of Gen- Aviation Handbook 

he many men in influential positions in “The sale of traffic appliances is eral Baking Company, maker of! aire Publishing Company, New 

ge this country today, unaware of this| dependent to a very great extent, Bond bread, started a new cam- York, publisher of Aviation Equip-| 
fundamental truth. It behooves all|as you so well know, upon retail | P@!8n June 1, using a list of 39) ont’ will issue a complete product | BIG JAP 
of us in the advertising and selling|exposure. The manufacturer re-|"¢Wspapers in New York, New| handbook and source analysis titied nb : 
business to prove our case and thus| quires multiple wholesale distribu- Jersey and Connecticut. Insertions| pre Aviation Equipment Rel Book.| ern > Oy 

of to contribute to the continued wel-| tion in the larger markets and as ranging from 135 to 122 lines will The new publication will be of . | 

in fare of this country.” broad a retail distribution as he can|@Ppear three times every week in special interest to aviation engi- 

ig- possibly obtain. all papers for 13 weeks. Batten, | neers, designers and production and 

ry A Different Situation “I think our plans could be Barton, Durstine & Osborn, New maintenance men. Every compon- 

to In the case of smaller appliances| summed up with the statement that | York, handles the account. ent part of aircraft and its use will 

es and electrical devices that do not - ie > ani poe or arcing a eet anne be given one, its sources illustrated 

e- stitute a major consumer pur- r of wholesale distributors and as . : and described. 

iat coll the distribution a lg many resell outlets as we can possi- Frohring Named area: a 

els ther aspects, as R. E. Imhoff, vice-| bly obtain.” William O. Frohring has been 

to president of Proctor Electric Com- eS elected a director of American Promote Foot Week 

nd pany, Philadelphia, points out. A M Home Products Corporation, suc-| Scholl Mfg. Company, Chicago, aoenon as 

he “Unlike Norge,” he says, “we do gency oves ceeding Junius Parker, resigned.| will promote Dr. Scholl’s Foot Com- ee: 

gs, not make and sell major electrical} LaPorte & Austin, New York/Mr. Frohring is chairman of S. M.| fort Week, June 19-26, in a list of een 

or appliances. Our appliance business | agency, has moved to 369 Lexing-|A. Corporation, a subsidiary of|450 daily and Sunday newspapers pa ne 

ust is confined entirely to small electri- ton Ave. American Home Products. and six magazines. eee 


A deadly Elco PT boat like the one pic- 
tured above recently sank a Japanese 
submarine off Guadalcanal. The Elec- 
tric Boat Co., Bayonne, N. J., which 
makes these PT's for the Navy, has taken 
1,500-line advertisements in six New York 
newspapers to herald the triumph. An 
extensive institutional campaign will 
soon be released. Gotham Advertising 
Agency, New York, handles the account. 


American Radiator 
Waxes Poetic on 
Future Plumbing 


New York, June 1.—American 
Radiator & Standard Sanitary Cor- 
poration placed 980-line insertions 
in a list of about 100 newspapers in 
key cities throughout the country 
recently to indicate the warm re- 
ception awaiting the company’s 
peacetime products when the war is 
over. 

w 4 The same _ advertisements, in 
re slightly smaller space, also appeared 

in leading financial papers. With 

copy held to a bare minimum, the 


Agencies have it in advertising— illlustration depicts a housewife 


i ° h e ° bli hi opening wide the doors of her home 
~~ $ to welcome a new sink, bathtub and 
= as it in pu IS ing other fixtures which the company 


will again be making after the war. 
“What a hearty welcome awaits 


Fo Be 


SFE 


4 Business men credit advertising agency executives with a spe- them from all of us when they re- 
. cial brand of perception. Analyze it, and you find this insight turn from the war!” is the main con- 
; > ' tent of the copy, over the company’s 
i is real! The agency man not only knows the three dimensions signature. 
% of his own business,: but the extra dimension that comes from Rn company pays tribute to the 
: «gs F . : plumbing trade with the phrase “the 
if constant diversification over a wide variety of businesses. plumber protects the health of the 
: ' In publishing, the “4th dimension” is the perspective or breadth —— elias i - 
‘ of vision that grows naturally out of being concerned with York, a wo oe us 
2 businesses as far apart as iron and insurance .. . eyeglasses —__————— 
4 and warehousing . . . footwear and automobiles. Schmidt Joins Mutual 
‘ It's the cross-section panorama made possible by the associa- Henry Schmidt Jr., formerly as- 
vi! ti f ialists who know their respective fields inside and er to oe 
J ion of specidil , . , Pp ide an ity with McCann-Erickson, New 
4 out; a result of multiple viewpoint. ; | Zoek, and the Institute of Public 
L: od 7 hs oes S |Opinion, has joined the research 
J . The “4th dimension” adds to editorial excellence an extra mor seeinetion stall of the Mutual 
| perception that puts publication: leacership on a new plane. Broadcasting System, New York. 
i | / . 
‘ Advertising men and women find that—because of My Baby’ Moves 
the ‘4th dimension’’-—Chilton’s understanding cooper- Shaw Publications, publisher of 
ation is a practical aid toward sound planning, good |My Baby, has moved from 509 
ini d ick Its. That’ h h b |Madison Ave. to new and larger 
Te ee ee ce amaey fear REE S, Woeeee Brawn offices at 1 E. 53rd St., New York. 
lems arise so many advertising people say, ‘Let's call. The new telephone number is Plaza 
Chilton.” CHILTON COMPANY (lInc.), Philadelphia, 3-6450. 
and New York. Branches in principal cities. 


*~ . * * 


Chilton sources and influence are world-wide. 
Chilton Company (Inc.) has an equal interest in 
Business Publishers International Corp., publish- 
ing THE AMERICAN AUTOMOBILE (Overseas 
Edition), EL AUTOMOVIL AMERICANO, INGE- 
NIERIA INTERNACIONAL, Industrial Edition, IN- 
GENIERIA INTERNACIONAL, Construction Edition, 
and EL FARMACEUTICO. 


THE 
BATTLE CREEK 


The best known city 
of its size in the 
world—Battle Creek's 


ano 67,776 — according to 


’ Ration Book No. 2 ahs 
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-Admen in the 
Armed Forces 


Mac Harlan, president of the Chi- 
cago agency which bears his name, 
has been commissioned a captain 
with the Army’s Coast Artillery 
Corps and reported for duty at Ft. 
Monroe, Va., May 24. A veteran of 
the first World War, he served as 
first lieutenant with the infantry 
and after the war was a member 
of the cavalry reserve for several 
years. His agency will continue in 
business. 

James B. Rock, former manager 
of KDKA, Pittsburgh, received a 
leave of absence May 24 to join the 
Marine Corps communications divi- 
sion as a captain. He reported for 


active duty June 1 at New River, 
N. C. Joseph E. Baudino, formerly 
assistant manager of the Westing- 
house group at Philadelphia, has 
succeeded him at KDKA. 

Henry Brenner has been granted a 
leave of absence from Arthur Cohn 
& Associates, New York, to accept 
a commission as ensign in the U. S. 
Maritime Service. 

Josef Israels II, head of Publicity 
Associates, New York, has joined 
the U. S. Maritime Service. 

Gibson McCabe, circulation di- 
rector of Newsweek, New York, has 
accepted a commission in the Navy. 

Betty Ruth Berberick, formerly 
with the advertising department of 
the Chicago Sun and daughter of 
Sol C. Berberick, Capper Publica- 
tions, has joined the Waves and is 
taking her basic training at Hunter 


College, New York. She has been 
assigned to later duties in Washing- 
ton, D. C. 


Herman Maxwell, account execu- 
tive and New York representative 
of Chicago, Boston and San Fran- 
cisco offices of WOR, has joined the 
Navy after 14 years of service with 
the station. 


Edward S. Crockett, with the sales 
staff of WAAB, Worcester, Mass., 
has been commissioned a lieutenant 
(jg) in the Navy. 


Edith Carolin, promotion writer 
for Life, has enlisted for service 
with the Waac and will report for 
duty soon. Another staff member, 
Katherine Bruns, recently was ac- 
cepted for overseas duty with the 
American Red Cross. 


John E. Murphy, director of public 
relations and publicity for WCKY, 


Cincinnati, has been appointed a 
lieutenant (jg) in the naval aviation 
corps. 


Albert L. Stoffel, publicity direc- 
tor of the Richmond, Va., Chamber 
of Commerce, has been commis- 
sioned a lieutenant (jg) in the 
naval reserve. He will be given a 
leave of absence to accept appoint- 
ment. 


Alice Kiesslich, advertising man- 
ager, American Lace Paper Com- 
pany, Milwaukee, will report to 
Smith College, Northampton, Mass., 
for officer training in the Waves. 
Miss Kiesslich is a former president 
of the Women’s Advertising Club of 
Milwaukee. 

G. M. Frankfurter, production 
manager of the Ellis Advertising 
Company, Toronto, has joined the 
Royal Canadian Navy as a photog- 


September 1941 had been our biggest month ... up 


until this April 1943. Read why smart advertisers 
turn to Baltimore's pioneer station for low-cost sales. 


* When you hit the 6th largest city in the 
country, with WFBR’s concentrated force, 
something happens to sales. 


WFBR doesn't try to cover Virginia, Pennsyl- 
vania, New Jersey, Delaware or West Vir- 
ginia. Our job is Baltimore. We use the 
electrical power that does just that. WFBR 
believes that those scattered states have local 


radio stations right in their own backyards 


with their own loyal listeners. 


In Baltimore ... it all adds up to this: In 


Baltimore . . . WFBR gives a 


magnificently 


clear signal DAY and NIGHT. Baltimore 
people enjoy the station. Advertisers save 
money by buying coverage ; . . and not just 
power that’s costlier and too often wasteful. 


sare woven WE BR nen 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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625 of your GLP bap are te emifore, Will you help samtil they come hems 


The Cooperative Grange League Fed. 
eration Exchange, Ithaca, N. Y., ran the 
above copy in farm papers in New York, 
New Jersey, and northern Pennsylvania 
to aid recruiting for emergency sery. 
ice in farm supply stores. Advertising 
may be expanded to include newspapers 
at key points. Agricultural Advertising 
& Research, Ithaca, handles the account. 


rapher and 
Ottawa. 

Ted Gruhler, advertising manager, 
Sunnyvale Packing Company, Sun- 
nyvale, Cal., has been commissioned 
a lieutenant (jg) in the Navy. 

Carl E. Totten, editor of “Shell 
News,” house organ of Shell Oi! 
Company, San Francisco, has joined 
the Army and is stationed at Aber- 
deen Proving Grounds, Maryland. 
He has been succeeded by Oze Van 
Wyck, formerly with the company’s 
advertising department. 

The Cincinnati Times - Star lost 
two more of its workers to Uncle 
Sam last week, with Harry Bow- 
man, of the display advertising de- 
partment, entering the Army and 
Robert P. Schlageter, of the national 
advertising department, going to the 
Navy. 

T. P. Heffelfinger, head of Heffel- 
finger Publications and The Heffel- 
finger Agency, New York, has 
entered the service as a first lieu- 
tenant in Naval aviation. 

Louis Van Norman, in charge of 
Mntreal office of Kenyon & Eck- 
hardt, has joined the Army. 

Howard Gardner, time buyer for 
Pedlar & Ryan, New York, has re- 
ported to Camp Dix. John Wells, 
assistant account executive on Proc- 
ter & Gamble products, has been 
commissioned a lieutenant (jg) in 
the Navy. 


BBDO Prepares WAVE Ads 


A new series of cooperative ad- 
vertisements calling on women to 
join the Waves, have been prepared 
by Batten, Barton, Durstine & Os- 
born, New York. They will be dis- 
tributed among the 500 recruiting 
stations, with the expectation that 
the advertisements will be spon- 
sored locally by dealers, distributors 
and manufacturers. 


B&J Gets Gum Account 


Bozell & Jacobs, Chicago, has been 
appointed to handle the advertising 
of Leaf chewing gum, Chicago. 
Leaf’s first radio campaign includes 
a five-minute program over Station 
WCFL and minute spots on WMAQ, 
WENR and WJJD. 


is now stationed at 


— the “economical” 


p name for a quality 


fi 


thin paper, now 
serving Uncle Sam 


and war industries. 
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ere's how ESSO does it 
OUTDOORS EVERY DAY! 


ESSO wishes to keep autoists mindful of the need 


Sure they're saving! 


Americans realizing the spiral of inflation moves only in the 
direction of panic and depression are storing away lots of hard- 
earned money in War Bonds that will provide valuable pur- 


chasing power tomorrow. 


Advertisers, too, are looking forward to tomorrow. They realize 
that there’s lots of truth in that old saying, “Out of sight is out 
of mind”, and that’s the reason they are making judicious in- 


vestments in advertising today even though they may be engaged 
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> CARE SAVES WEAR 
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friendly 
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to get one of those... 


slogan, 


presented 
poster 
ESSO with an effective means of keeping its name 


before large volumes of outdoor movement. 


VICTORY ! 


& 


in war production or their consumer goods are scarce or 


rationed. 


When advertisers are selecting the medium to do a long range 
job, it is not surprising to see them turning to outdoor advertis- 


ing which reaches busy people colorfully, dramatically. 


Americans, they know, are active, on the go. A few rationing 
orders have not transformed them into Rip Van Winkles. Peo- 
ple every day are outdoors to work, to shop, to enjoy entertain- 
ment and relaxation, and this constant outdoor movement gives 


an advertiser the opportunity to reach dynamic circulation 


through the effective medium of outdoor advertising at low cost. 


Thee I Jeraecll, Way 


ESSO poster advertising is a familiar appeal be- 


cause the copy employed by this organization, 


“Care Saves Wear”, designed by its advertising agency, McCann-Erick- 


reminder that conservative 


son, Inc., presents the beet in outdoor advertising 


driving will add to automobile life. 


technique. 
in a warm and 
advertising provides 
\ brief message, free from surplus words, does the 


job effectively and economically. 
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ADVERTISING AGE 


Gets Utility Account 

Dan B. Miner Company, Los An- 
geles, has been appointed advertis- 
ing counsellor to the California 
Electric Power Company, Riverside. 
The first of a series of public rela- 
tions advertisements has been re- 
leased to a list of 45 daily and 
weekly newspapers throughout the 
company’s territory. 


Young Joins Spot Sales 

Stanley Young has been ap- 
pointed an executive on the sales 
staff of Spot Sales, Inc., New York. 
Mr. Young for the past 10 years 
has been associated with Edward 
Petry & Co., Joseph Hershey Mc- 
Gillvra, and was editor of Spot 
Broadcaster. 


Spendable Income 
in Canada Soars 


Toward New Level 


$400,000,000 Boost 
Forecast by Price 
Board Chairman 


Ottawa, June 1.—Disposable in- 
come of Canadians in 1943 is placed 
at $6,650,000,000 in the first official 
estimate ever published on the in- 
come and expenditure habits of 
Canada. This is an increase of 
$400,000,000 over the estimated 1942 
total. 

The figures were disclosed in a 
special memorandum prepared by 
Donald Gordon, chairman of the 
Wartime Prices and Trade Board. 
He estimated that although Cana- 
dians would have $400,000,000 more 
to spend in 1943, there would be 
from $300,000,000 to $400,000,000 
less of consumer goods and services 
available. 

Estimated expenditure on. con- 
sumer goods and services in 1942 
was placed at $4,450,000,000, com- 
pared with $3,400,000,000 in the last 


pre-war year—1938. Unspent in- 


come in 1942 was put at $1,800,000,- 
000, or nearly four times the 1938 
figure of $500,000,000. Comparative 
figures are shown in an accompany- 
ing table. 


| 


Aggregate Income Soars 


The first line in the table shows 
how substantially the aggregate in- 
come received by Canadians has 
increased during the war period. 
The estimates, which (except for 
1943) have been compiled by the 
dominion’s Bureau of Statistics, in- 
clude income received by _indi- 
viduals in the way of wages, sala- 
ries, interest, dividends, rents, 
profits of individual enterprisers, 
pensions, relief, etc. 

The second line represents direct 
taxes paid by individuals, which 
must be deducted in order to arrive 
at the net income which individuals 
have at their disposal to spend or 
save. It includes the personal in- 
come tax, the national defense tax 
and a rough estimate of the amount 
of property taxes which are paid by 
individuals who occupy owned 


homes, as well as miscellaneous 
other direct taxes. It does not in- 
clude any indirect taxes such as 


sales taxes or customs duties, which 
are Only paid on the purchase of 
goods, and which are included in 
the fourth line of the table. Nor 
does it include the very heavy in- 
come and excess profits taxes which 
have been imposed on corporations 
during the war. The effect of these 


corporation taxes has been to limit 
the amount of income which cor- 
porations could otherwise have paid 
out to individuals, which would 
have entered into the figures in line 
1 of the table. 

The figures in line 2 show that 
direct personal taxes and rates have 
mopped up only a relatively small 


of war bonds, war savings ce;+ fi- 
cates or other securities, pay, ent 
of premiums on life insurance p9);. 
cies, repayment of principal 5, 
mortgages and other types of doi: 
etc., as well as by increases jn } nk 
deposits owned by individuals nd 
increased holdings of bank }... 


and coin. It can be divideq te 


ESTIMATED CANADA INCOME AND EXPENDITURE OF 
INDIVIDUALS 


(Millions of dollars 
rounded to the nearest 50) 


rates 


(Ten- 
tative) 
1938 1939 1940 1941 1942 194. 


Income received by individuals. 4,100 4,300 4,900 5,850 6,850 7,G00 
Less—Direct personal taxes & 


owe EP ewe 


3%. Net disposable income of indi- 


viduals 


3.950 4,150 4,700 5,500 6,250 6.650 


4. Less—Spent on goods & services 3,400 3,500 3,800 4,250 4,450 


5. Unspent income ..........++++ 


part of the huge increase in indi- 


vidual incomes during the war 
period. 

The third line shows the total 
income of Canadian individuals 


which they are free to spend or 
save. The fourth line represents a 
rough estimate of their over-all 
expenditure on goods and services 
(including indirect taxes) and the 
last line represents a rough estimate 
of the total volume of individual 
income which was not spent. 

This residual unspent income is 
accounted for by retained purchases 


. 


“Follow that man...hbe knows more about newspapers 


in Cincinnati than anyone in the U.S.A. !” 


Who is he? He's the Cincinnati retailer . . 
right on the local scene, in the papers, day after day. If he 
picks ‘em wrong, he’s got sales figures to set himself right 


within 24 hours. 


That's the fellow who's switching /o The Enquirer in Cin- 
cinnati. And that’s the fellow whose lead a lot of national 
advertisers are following, today. Makes sense, doesn't it? 


If your list includes the Cincinnati market . . . pick the paper 
for the job that’s doing the job, today... The Enquirer. 


1942 >: 1941 73 Vines 
Goined 53,1 75 lines 
Doily Enquire’ . Goined 209,1 08 lines 
Sundoy oe pr Lost popu lines 
afternoon Paper “8” tost 44 
Afternoon ase 


Source 


pIsPLAY LINAGE 


medio Rec 


. the fellow who's 


Afternoon Paper “Ae 
Afternoon Paper « 
Daily Enquirer 


Sunday Enquirer 


174,424 


eI 


THE SWING 


CIRCULATION 
1942 vs. 


1932 
157,307 156,382 
'B” 166, 265 


++. 90,938 131,017 | 40,079 44 1 


1932 


% 
925— 6 


154,956 14 396 _ 


217,251 42,827 4 24.6 


is TO 


THE CINCINNATI ENQUIRER 


Represented by Paul Block and Associates 


SAYS GOOD MORNING TO ITS READERS AND GOOD BUSINESS TO ITS ADVERTISERS 


two _._ classifications: (1) income 
which is deliberately saved; (2) jn. 
come which is, so to speak, ip 
transit, i. e., which is being held or 
is temporarily invested by a person 
who is looking around for some. 
thing to buy, or has not yet made 
up his mind whether to spend or 
save. 

Unspent income in the latter cate- 
gory has very definite inflationary 
implications. This is the surplus 
spending power which could lead to 
the development of black markets 
on a scale sufficient to constitute a 
real breach in the price ceiling, Mr. 
Gordon maintains. 

“Judging by the pressure of de- 
mand upon the price ceiling in 1942, 
there was already a shortage of 
deliberate saving at that time,” the 
memorandum points out. “In 1943. 
indications are that the pressure 
will be very much greater. As indi- 
cated in the table, it seems likely 
that consumers’ income, even after 
deduction of higher direct personal 
taxes and rates, will increase by 
$400,000,000 over 1942. At the same 
time the output of civilian goods 
and services will probably fall by 
$300,000,000 to $400,000,000. Indi- 
viduals will need to increase their 
deliberate saving to a greater extent 
than in 1942, even after they have 
paid much higher taxes, if the price 
ceiling is going to be held. 

“This is a tremendous challenge 
to every individual in Canada, in 
particular to those with modest in- 
comes. Although nearly all of the 
increase in individual income dur- 
ing the war period (after payment 
of direct taxes) has gone to people 
earning less than $3,000 a year, 
there is no implication that such 
people have any greater obligation 
to save than those whose incomes 
are higher. The emphasis on peo- 
ple with small incomes is simply 
a matter of arithmetic, arising out 
of the large numbers in this group 
The well-to-do are so relatively few 
in number that even if they saved 
all their income after taxes they 
could, by themselves, make only 4 
minor dent in the total saving re- 
quirement. Since the major part of 
the necessary increase in the dollar 
volume of deliberate saving will 
concern people with modest in- 
comes, it is clear that the support 
of labor is vital.” 


Stevens Promoted 

T. E. Stevens, who has been on 
the advertising sales staff of the 
Courier, Waterloo, Ia., for the past 
seven years, has been appointed 2d- 
vertising manager. 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* t>° 
7th test market in the U. 
—2nd in New England. W 
@ minimum cost you ree” 
urban and suburban popu 
tion. 
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ADVERTISING AGE 


Pittsburgh Press + * 


Sacramento Bee . 


220 East 42d Street. New York 


oe a. 


a 


I T may be fresh scrubbed sandstone 
in Baltimore, face brick in Philadelphia, 
marble in Washington, a bright metal 
strip in a corridor of a New York 
apartment, front porch or stairs of wood 
in a thousand cities, large or small... 
But it is the biggest doorstep in the world 

and the biggest step that any natienal 
advertiser can take, 


Tuere’s a Sunday newspaper on this 
doorstep . .. and 14,000,000 families on the 
other side of the door... families in Bangor, 
Maine, and in Baylor, Texas, on Officers 
Row, San Diego, or in suburban Seattle... 
These are half the best buying families in the 
nation, ready-packaged for the advertiser 
and easily reached at one time through 


Dallas News °* 
Syracuse Post Standard * 


Columbus Dispatch * 


San Diego Union ° 
CHICAGO: Tribune Tower 


reat big 


Washington Star * 


the comic sections of Metropolitan Group! 

This is the first truly national newspaper 
network, with 14,000,000 circulation, wanted, 
liked, read, used, paid for—at from five to 
fifteen cents a copy! The circulation is so 
concentrated, so compact, that it covers 
more than 50% of the families in 457 cities, 
so comprehensive that it covers more than 
20% of the families in over 820 cities—all 
better than 10,000 population . . . clustered 
thick in the city markets that house half the 
country’s urban population, and contribute 
more than half the national total of retail 
sales . . . Circulation that works for half 
the big retail advertisers in the country, 
produces billions in sales through all the year. 


Tuis Sunday paper on the big doorstep 


is packaged in the comic section—which sells 


Chicago Tribune ¢ Cleveland Plain Dealer * Detroit News + 
Des Moines Register . 
New York Herald Tribune ¢ St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express 
New Orleans Times-Picayune * 
METRO PACIFIC: Fresno Bee * 


San Francisco Chronicle . 


Milwaukee Journal 
Omaha World-Herald « 


Seattle Times . 
DETROIT: New Center Building - 


doorstep 


Providence Journal «¢ 
Long Beach Press-Telegram 
Spokane Spokesman-Review . 


SAN FRANCISCO: 155 Montgomery Street 


newspapers, because it sells people. These 
Metropolitan comic sections have 75% of 
adult readership, are read by virtually all 
children, by whole families, at home... and 
read regularly, habitually, every Sunday 
from infancy to old age. They skip no age 
group, neither sex, no income bracket. They 
offer the highest assurance of any medium 
for the reception of advertising . . . the 
strongest assurance of effect and action — of 
any medium, including the top-rated nation- 
ally broadcast radio programs. 

The space unit is big, with four colors. 
The cost is low, on any basis by which 
advertising is bought. One piece of copy, one 
order and one bill... covers the whole 
transaction, and covers half the country ... 
Investigate at once the most magnificent 


advertising opportunity of our times! 


Metropolitan Group... te.iri nism newspaper nenor 


Sunday Comic Section Advertising in: Baltimore Sun * Boston Globe * 
St. Louis Globe-Democrat ° 

ALTERNATES: Boston Herald ¢ Detroit Free Press * 
Cincinnati Enquirer 
Springfield Union & Republican * 
Oregon Journal 


New York News * 
Minneapolis Tribune * 


Philadelphia Inquirer 


St. Paul Pioneer Press 


Rochester Democrat & Chronicle 
Oakland Tribune 


Tacoma News Tribune 


° Los Angeles Times ° 
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|for the benefit of the service men | Hutchinson, vice-president, Chrys_ 
jand women from Koochiching ler Corporation. 

] ice . f the Advertiser County now in the armed forces.| “Congratulations on a good jo} 


Something Will Be Done 


To the Editor: Not often any- 
where in your paper can errors of 
proofreading be detected, but when, 


in “The Diary of an Ad Man,” issue | 


of May 24, last paragraph, John 
Morgan “road” the little girl I think 
something should be done about it! 

Just want to say that this feature 
is one of the best, and I have kept 
a complete scrapbook from the first 
insertion. 

PRATT KUHN, 
Advertising Director, Winnipeg 
Newspaper Union, Toronto, Ont. 
ee BS 

‘Charity Pages’ vs. 
Government-Paid Copy 

To the Editor: I was interested 
in the editorial in your issue of May 
17, “Advertising as a Subsidy.” 

Just why does the government 
spending money for legitimate ad- 
vertising constitute a subsidy? 

Your explanation that “expendi- 
ture of advertising funds on a basis 
other than getting value received,” 
etc., seems to me to be pretty lame. 
The government would get value 
received just as does any other 
legitimate advertiser. 


And a damsite more than the| 
merchant who is asked to pay real | 
money for the privilege of signing | 
and | 


his name to an ad prepared 
drawn up by some government-paid 
press agent. Out where I live the 
merchants refer to this sort of 
advertising as “charity pages.” 
W. C. JARNAGIN, 

Editor and Publisher, Storm 

Lake Pilot-Tribune, Storm 
Lake, Ia. 


, Sa a 


Minnesota Publishers 
Object to Editorial 


To the Editor: Anent your May 
17 editorial, “Advertising as a Sub- 
sidy.” 

We cannot agree with your as- 
sumption that government advertis- 
ing in the non-metropolitan press 
would be a subsidy, any more than 
United Aircraft advertising in the 
Hartford Courant. 

We cannot agree 


that eminent 


leaders of the metropolitan daily | unusual 
field, like the very able and sincere | 


Walter M. Dear, are delegated or 
qualified to speak for the entire 
publishing field, which has many 


leaders of equal ability with views | 


opposite to those of Mr. Dear. 
We fail to see any connection be- 


tween the small radio cry for help| 
and the effort to buy space in news- | 


papers to tell the government story. 

We grant that a subsidy is a sub- 
sidy, and therefore dangerous to the 
freedom of the press, whether it 
emanates from government or in- 
dustry. But we cannot agree with 
your broad assumption that all paid 
advertising is in the nature of a 
subsidy. Nor will those same lead- 
ers whom you cite. 

Finally, newspapers are not favor- 
ing the Bankhead bill merely as an 
aid to small business. We believe 
government can do a better job of 
keeping our citizenry factually and 
currently informed with paid adver- 
tising than by any other means, and 
that to use the newspapers will help 
in unifying our nation, timing and 
coordinating our war effort, combat- 
ing inflation, and otherwise speed- 
ing us to victory, than any as yet 
untried agency. 

RALPH W. KELLER, 

Secretary, Minnesota Editorial 

Association, Minneapolis. 

[Editor’s Note: ADVERTISING 
does not maintain that advertising, 


as such, is a subsidy, whether paid | 
not; | 


for by the government or 
neither do Mr. Dear or other adver- 
tising men. We do maintain that 
government-paid advertising must 
be more carefully controlled than 
normal non-governmental advertis- 
ing to insure its use for advertising, 
rather than political or other ends. 
If the Treasury, or any other gov- 
ernmental agency, is allotted adver- 
funds to do an advertising 
job, and decides that most or all of 
these funds should be spent in the 
non-metropolitan press because that 
is where they will be most effective 
in advertising and merchandising 
terms, few advertising men will ob- 


tising 


ject to such an allocation. But it 
appears obvious that legislation 
which specifically compels the ad- 


vertise! this 


ment) to 


(in case the govern- 


AGE | 


spend his funds in certain! 


This department is a reader’s forum. Letters are welcome. 


|media is designed not so much to| Tibet became suspicious of the mo-| 


| 
} 


solve the advertising and merchan- tives of one expedition and refused | 


dising problems of the advertiser as| it permission to climb the mountain. 
it is to provide a subsidy to the| But the leader explained to him that 
media involved. ] his group belonged to a strange 
religious sect whose Gods lived on| 
|mountain tops. It was therefore 
|}necessary for his people to climb 
| mountains for purposes of worship. 
| This was putting the matter in a 


vgy¥syY 


14-Year-Old Story 
Makes the Headlines 


May 17 issue of ADVERTISING AGE 
you printed a lead story entitled, 
“38 Pages Used to Feature Mid- 
Ocean Seaplane Dromes.” This story 
touches the heart of The American 
Weekly for a great»many: reasons. 
It so happens that over 14 years 
ago, in the March 31, 1929, issue of 
The American Weekly, a certain— 
then little-known—engineer by the 
name of Edw. R. Armstrong, had 
great ideas far in advance of the 


. 


Floating Islands of Refuge forAcross-the-Ocean Aeroplanes 


comet og 


To the Editor: On Page 18 of the) light which a religious leader like 


thinking of his times about a chain 
of seadromes stretching across the 
Atlantic Ocean. In that issue The 
American Weekly ran a story, enti- 
tled “Floating Islands of Refuge for 
Across - the - Ocean Aeroplanes” in 
which this same idea was fostered 
by our farsighted editor and. the 
story was told to the millions of 
readers of The American Weekly. 
Besides the fact that this is an 
coincidence, it might be 
said that on innumerable occasions 
| The American Weekly has run far- 
sighted and pioneering articles typi- 
cal of the one I have cited above. 
GILBERT E. Mort, 
Promotion Manager, The Amer- 
ican Weekly, New York. 


7, 


Finds Gas and Tire 
Review of Value 

To the Editor: We are very 
much interested in the fine article 
appearing on Page 36 of your May 
24 issue, which gives such a com- 
prehensive picture of the present 
situation in the gasoline and tire 
distribution fields, particularly in 
regard to tire dealers. 

May we have your permission to 
make use of your fact-and-figure 
findings for an article we are pre- 
paring to appear in the June issue 
of our house organ, “The Arm- 
strong News’? We would also like 
to reproduce the graph chart ap- 
pearing on Page 36 entitled ““What’s 
happening to filling stations and tire 
dealers.” 


ROWLAND E. BAIRD, 
Advertising Department, The 
Armstrong Rubber Company, 


| West Haven, Conn. 


*  F¥ 


Tactics, Not Ethics, Is | 
the Point, Edwards Says 


| 


| 
| 
| 


To the Editor: It was flattering 
to have the author of “The Diary of 
an Ad Man” acknowledge my recent 
bouquet of scallions, in his entry of | 
May 5. But it was rather discon- 
certing to find him so blandly ignor- | 
ing the point of my criticism. 

His tactics, not his ethics, were 
what I took objection to. Was it 
a lurking ethical malaise that im- 
pelled him to adopt a defensive 
attitude in regard to the latter? 

Curious, rather, that he did so 
because I am still shuddering from 
the effect of another entry of his 
(March 25): 

“Rereading tonight one of Sir 
Francis Younghusband’s books on 
the attempts to climb Mt. Everest, 
I was struck by one incident. At 
the last minute the Grand Llama of) 


the Llama could understand, and 
permission was graciously accorded. 
Salesmanship.” 

Does it strike anyone else that| 
this. innocent. comment reveals a} 
bookfull’ about “professional” de- 
tachment? If Ad Man wishes to 
debate the morality of advertising, 
let him clear that one away first. 

ALLEN P. EDWARDS, 
Chicago. 


| 
} 


| 


Sends Service Men | 


News from Home 
To the Editor: 


We are enclos-| Excerpts 


They receive their home newspaper 


| without charge, through courtesy of 


the American Legion, the Minne- 
sota and Ontario Paper Company, 
and the Daily Journal. 

We believe that it might be of 
interest to you to see what one 
northern Minnesota newspaper is 
doing toward upholding the morale 
of our fighting citizens by provid- 
ing them with news from the home 
front. 

Because of the fact that our daily 
circulation is less than 3,000, we 
feel this is something of which we 
should be justly proud. 


PAUL ANDERSON, 
Publisher, Border Publishing 
Company, International’ Falls, 
Minn. , 


=.” 


Auto Distribution 


‘Story Wins Plaudits 


To the Editor: I know you will 
be interested to learn that I have 
received a number of comments in 
connection with the article on the 
automobile distribution field which 
I wrote for.your issue of May 10. 
from some of the com- 


ing a copy of the War Service edi-| ments follow: 


tion of the International Falls Daily | 


Journal. ; 


| dealers 


“Your article on the automobile 
is about the best thing I 


This is part of our “news from|have seen come out of the War Pro- 


home” program being carried 


on | duction 


Board to date.”—B. E. 


ie it is not an easy subject 
write about, but you made it inter. 
esting.’”’—L. G. Peed, vice-presidey; 
DeSoto Division, Chrysler Corp 
tion. 

“From my observation—anc | 
have been watching the situa: 
very, very closely—I think you hay 
done a sound job of reporting ”- 
W.A. P. John, president, MacMa)\y 
John & Adams, Inc. 

“TI read your article ‘Auto Dea 
Weather Storm’ with considers 
interest and feel that its publicatioy 
should be helpful to the industry. | 
am keeping it handy for pos: 
future reference.”—D. C. Hi 
vice-president, McCann - Erickson 
Inc. 

“. . . shows a vast amount of dig- 
ging...I am amazed that you have 
been able to get so much authentj 
material together. In fact, I 
always amazed when I read such a 
story because I know what it takes 
to put it out.’—Willard S. French, 
vice - president, Brooke, Smith, 
French & Dorrance, Inc. 

“ . . even after glancing throug) 
this article I find a great deal o; 
material that I know will be inter- 
esting.”—Malcolm Muir, publisher 
Newsweek. 

P. A. REVELT, 

Special Assistant to the Re- 

gional Director, War Production 

Board, Detroit. 
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one does it-in Philadelphia 


es 
i 


Tete 
bees 
B 


When it comes to delivering an advertising message, 1 does 
it in Philadelphia. 

This is best illustrated with a few simple facts: The Eve- 
ning Bulletin has a circulation of over 600,000—is the larg- 
est evening newspaper in America. It goes home in the city 
of homes where, according to surveys, it is read an average of 
53 minutes daily. 96% of its circulation is where it will do 
an advertiser the most good—in the Philadelphia trading area. 


That is 


why — 


More and more advertisers are pursuing this policy: A 
thorough advertising job in The Bulletin is the primary requi- 
site to a thorough job in the important Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 
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one weapon 


Uncle Sam didn’t have to build 


HEN WAR STRUCK, the United 
States had one asset unmatched 
by any of our enemies or our allies. 


This asset was the enormous number 
of our people who listened to the radio 
as regularly as they ate their dinner and 
supper...and who could be reached with 
vital war messages every day of the year. 


This audience consisted of about 100 
million citizens whom the Government 
could count on to turn to their radios— 
not just hope that they would. 


Today, for example, the Government 
knows that from 25 to 30 million peo- 
ple will listen to Fibber McGee & Molly 
...23 to 25 million to Lux Radio Theater 
...23 to 27 million to Jack Benny...and 
so on down the list. 


This audience was built over the course 
of years by American business. It could 
not be duplicated quickly, no matter how 
much money was spent. 


In generous measure, business has 
turned over this powerful weapon to the 
government, to be used to spread messages 
necessary to the successful prosecution of 
the war. 


Every one of the big network shows is 
devoting some of its time to some vital 
government message. More than $90,- 
000,000 worth of time and talent was 
donated to the government in 1942. At 
present, approximately $8,000,000 worth 
of such time and talent is being donated 
each month. 


In large part these radio programs are 
produced and the war messages in them 
are written by the advertising agencies of 
the country. And the number of these 
separately written and conceived mes- 
sages runs into many thousands. 


For instance, Young & Rubicam has 
prepared and broadcast for its clients 
more than 3500 separate messages de- 


voted to government projects. These mes- 
sages have been carried on the following 
22 coast-to-coast programs. 


THE PROGRAMS 


Jack Benny for Grape-Nuts Flakes 


We, Tue Peopte for The Gulf Oil Companies 
and your neighborhood Good Gulf Dealer 


BuRNS AND ALLEN for Lever Brothers, makers 
of Swan 


Eppie CANTOR for Bristol-Myers, the makers 
of Ipana and Sal Hepatica 


THe ALprRICH FAMILy for Postum 
Marcu oF TIME for Time Magazine 


Tommy RiGGs AND Betty Lou for Lever 
Brothers Company, makers of Swan 


WituraM L. Suirer for Sanka Coffee 


KATE SMITH SPEAKS for the makers of Swans 
Down Cake Flour and Calumet Baking 
Powder 


Joyce JorDAN, M.D. for La France and Satina 


Kate SmitH Hour for Jell-O and Jell-O 
Puddings 


WESTINGHOUSE PROGRAM for Westinghouse 


Great MomeENtTs IN Music for The Celanese 
Corporation of America 


MANHATTAN AT MIDNIGHT for Energine 
Cleaning Fluid 


BATTLE OF THE SExES for Molle Brushless 
Shaving Cream 


Durry’s for Bristol-Myers in behalf of 
Sal Hepatica and Minit-Rub 


Epwin C. Hit for Johnson & Johnson, makers 
of Band-Aid 


TuHose We Love for the makers of Grape-Nuts 
Wheat Meal and Grape-Nuts 


Epwarp R. Murrow for International Silver 


We Love AND LEARN for Grape-Nuts Wheat 
Meal and Grape-Nuts 


Tue Seconp Mrs. BurRTON for Sanka Coffee 
BriGHt Horizon for Swan 


THE MESSAGES 


War messages carried on these programs 
have included the following subjects, all 


of which were vital to the U. S. Govern- 
ment at the time they were broadcast: 


Enlistment of 
18-19 Year Olds 


Fuel Conservation 
Community War 


Chest Drive Coffee Rationing 
Army Specialists Tire Inspection 
Share the Meat Payroll Savings Drive 
War Bonds Fill Your Stamp Book 
Junior Red Cross Don’t Travel Christmas 
Women at War Student Nurses 

Work Week Get a War Job 
WAAC Recruiting Victory Tax 
Fat Salvage Food Shortages 
Mileage and Gas V- Mail 

Rationing Join the WAVES 
Non-Combat Fliers 


IN ADDITION 


In addition to this, the advertising agen- 
cies, working through the Advertising 
Council, have helped the Government and 
important war organizations in preparing 
their own radio programs. 

This help has included program pro- 
duction, script writing, preparation of 
commercials, and counsel on various other 
radio problems. 


Young & Rubicam, for example, has 
contributed volunteer radio aid to the 


U. S. TREASURY 


U. S. Army (Recruiting, Special Service Divi- 
sion, WAAC, Public Relations) 


War PropuctTION BOARD 
U. S. MARINE Corps 
RussIAN WAR RELIEF 


U.S. Navy (Recruiting, Public Relations, 
WAVES, U. S. Coast Guard, SPARS) 


RECORDS FOR FIGHTING MEN, INC. 
USO 

Rep Cross 

UNrTED CHINA RELIEF 


As the needs of the war require more and 
more the co-operation of American civil- 
ians, the work done by radio is going to 
increase. 

And the companies that buy radio time, 
the agencies that prepare radio programs, 
the radio stations and networks and all the 
people connected with radio are ready to 
do whatever is required ... and more. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK - CHICAGO + DETROIT - SAN FRANCISCO « HOLLYWOOD - MONTREAL - TORONTO 
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Joins Calkins &6 Holden B&M Makes Beans 
Frederic F. Flanagan, formerly 


with McCann-Erickson and Evans, Again; Advertising 


Nye & Harmon, New York, has 
joined the copy staff of Calkins & ; 
fened the copy. st Carries Message 


Portland, Me., June 2.—Burnham 

Green-Brodie Moves & Morrill Company is using all June 
Green-Brodie, Inc., advertising, |issues of grocery business papers to 
has moved to new quarters at 420|advise the trade that production of 
Madison Ave., New York. Telephone |its B&M Brick Oven baked beans 
number remains the same. j}has begun as of June 1, and will be 
equitably distributed to grocers 
across the country in proportion to 


‘ E : its output, restricted to 50% of the 

: 1941 pack. 
; . om Despite a marked decrease in pro- 
bY « duction early last fall when tin con- 


tainers for its baked beans became 


unobtainable, followed by virtually 

a complete stoppage when closures 

V and rubber seals for glass jars be- 
¥ ® |came equally impossible to obtain, 


wn ‘ the company has not lessened its 
"Noe Burton Browne Gliené advertising, simply changing its 
: . Sic copy, urging housewives to bake 
has a competito#® wi the beans at home, and offering free 
_ better advertising” 


recipes and advice and helpful hints 
on baking of beans. 

With governmental restrictions 
eased, B&M expects to operate at 


full-time capacity, since the 50% 
limit against the 1941 pack leaves 
the company only the remaining 
months of this year in which to 
attain this quota. Once the com- 
pany feels sufficient stocks are in 
the hands of grocers, the public will 
be informed of the fact via news- 
paper announcements across _ the 
country. B&M will adhere to glass 
containers, although it has been 
revealed that tin containers are also 
available, part of a surplus stock 
released by the government. 

Charles W. Hoyt Company, New 
York, handles the account. 


ANA Adds 7 to 
Membership Roster 


Newly elected members of the 
Association of National Advertisers, 
New York, are: Tubize Chatillon 
Corporation, New York; J. I. Case 
Company, Racine, Wis.; Christian 
Feigenspan Brewing Company, 
Newark, N. J.; Great American 
Industries, Meriden, Conn.; Good- 
year Tire & Rubber Company, 
Akron, O.; Owens-Corning Fiber- 
glas Corporation, Toledo, O.; and 
Bourjois, Inc., New York. 


Cotton Council 
Plans New Series 


Memphis, Tenn., June 3.—Ex- 
tending its campaign to make 
Americans More conscious Of cot- 
ton’s contributions to the war effort, 
the National Cotton Council next 
week will inaugurate a new series 
of page advertisements in News- 
week. The series will reproduce 
five of the 13 graphic cartoons pre- 
pared for the council by the Quar- 
termaster Corps to show uses of 
cotton by the Army. 

Each page also will include brief 
copy setting forth little known facts 
about cotton’s value to the nation 
as a source of food, feed and fight- 
ing equipment. The initial page in 
the June 7 issue points out that for 
each bale of cotton fiber, the indus- 
try also produces: 140 pounds of 
high grade vegetable oil for food, 
400 pounds of protein meal and cake 
for livestock, 240 pounds of hulls 
for livestock roughage and chemical 
uses, and 81 pounds of linters for 
smokeless powder, plastics, and 
other essential products. The cam- 


*‘'TODAY, IN BUSINESS AS IN LIVING, THE ESSENTIAL THINGS 


COME FIRST!’ 


a 


RATION CALENDAR | 


Your RATION Calendar for JUNE 


SANG THIS OF IN TOUR KITCHEN 


ae SODA BISCUITS 
English Quality BISCUITS 


BREAD and CAKES 
1943 JUNE 1943 — 
SSSTSs |S a 2 = : 


* = —— 
for Mest Rations Twe coupons bearing he sume umber | =o on 
eecome raid cot Thuredey = — 
~ 


First in a series of advertisements fea. 
turing each month's ration calendar js 
this copy for George Weston Ltd., To. 
ronto, appearing in Canadian news. 
papers. Walsh Advertising Agency, 
Toronto, is handling the campaign. 


Bread...and the Philadelphia Market 


A loaf of bread? .. . the Liberty 
Bell? ... the Philadelphia Market? 
... What have they to do with each 
other? Simply this... 


The people of America know that 
bread is essential ... Without it the 
Nation's dinner pail could be as bare 
as Mother Hubbard's legendary 
cupboard! 


And the business men of America 
know equally well that advertising 
is essential . . . that advertising in 
the right markets is doubly essential 
— particularly now — or back they 
could go to the days of cracker bar- 
rels and oil lamps! 


Philadelphia is one of those right 


station... because KYW, like scrap- 
ple, is to the Philadelphian’s taste 
... and its directed coverage satu- 
rates the market from the Appala- 
chians to the sea. As one of the 
fastest growing victory centers in 
America, with an 80° increase in 
effective buying income in three 
years and a 21% increase in retail 
sales, the Philadelphia market of 
5,500,000 people is yours with KYW. 


KYW... PHILADELPHIA 


One of Eleven Stations in 
Eleven Essential Markets 
Represented by NBC Spot Sales 


Eleven stations which reach out to 


United States (primary areas only) 
. .. eleven essential markets where 
the buying power is 34.2% greater 
than the country’s average. 


Yes, eleven stations and markets as 
essential to American business for 
the maintenance of war and peace- 
time sales as bread and liberty are 
essential to Americans for the main- 
tenance of life. 


KYW + PHILADELPHIA 
WEAF + New York KOA+* Denver 

WRC Washington KPO San Francisco 
WMAQ*Chicage WBZ-A* Boston-Springfield 
KDKA-* Pittsburgh WGY + Schenectady 
WTAM * Cleveland WOWO-WGL + Fort Wayne 


markets ...and KYW the essential 55°o of the radio families in the NBC SPOT SALES 
3 _ .One of a series on America’s fastest-growing Vietory Markets—Philadel; 1 


paign will be an abbreviation of the 
series of 13 weekly releases appear- 
ing in the Washington Post, repro- 
ducing the entire set of cartoons 
prepared by Sgt. Max P. Milians at 
the Quartermaster Replacement 
training center, Camp Lee, Va. The 
drive is supported by newspaper 
publicity in the form of free mats 
and 3,500 poster reprints of the car- 
toons for organizations within the 
industry, banks, merchants and 
allied groups. 


Appoints Sneider Agency 

Roger Saleeby, New York, linens 
and laces, has named A. M. Sneider 
& Co., New York, to direct its adver- 
tising. National class publications 
will be used. 


Appoints Richard Feldon 


Richard A. Feldon & Co., New 
York, has been appointed national 
advertising representative for the 
American Mercury. 


BALTIMORE'S BLUE 
NETWORK 


Geor ge H, eeder, ie. Manager 
SPOT SALES, INC. 
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... No waiting outside 


DaVinci designed an airplane, than centuries . . . To the exposure and 
about 1500. Langley proved flight prac- expression of important ideas, for the 
ticable, in 1896. And in 1903, the information of intelligent Americans, 
: : this magazine for the past three years has 
dedicated its pages and its powers! . . . 


Wrights flew! ...World War I made 
Today, its editorial program “‘in the 
service of the nation” is paying off—in 


| fying familiar. Lindbergh, in 1927, 
enlisted public interest ...In 1941. US 
airlines made 2,000,000 passenger trips _ increased readership, and an augmented 
Air minded—after four hundred years! audience of “people who give a damn” 
. ... people who make policies as well as 
But in 1941-42, more planes were 
i its tential the te aff sales... The advertiser fortunate enough 
nanny seadal pilots sagges por to be in its pages this year gets more 
the years since DaVinci. Today, US attention, interest and acceptance from 
a better audience than any other major 


Army Transport averages a million 
miles a month in Africa alone! magazine can offer ... The evidence is 
in every issue! . . 
The Crowell-Collier Publishing Company, 
250 Park Avenue, New York City. 


War won’t wait for old ideas or the 
slow reception of new ones. New ideas, 
radical and dynamic, are already shaping 

IN THE SERVICE OF THE NATION 


events .. . and they must come under 
the American hairline in months rather 


MAGAZINE 


“PVE JUST COME BACK FROM TOKYO”. .. first hand and first time version of the inside of 
Japan at war, by a neutral diplomat present in Tokyo when Doolittle called... in the July issue, out now. 
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Lero Makes Bid 
for Prime Spot in 
Cleanser Market 


Consistent Radio and 
Newspaper Drive Put 
Behind New Product 
Philadelphia, June 1. — Intro- 


duced to the trade on Nov. 1, 1942, 
with original advertising launched 


in December (AA, Dec. 14, 1942), 
Zero household cleaner, new prod- 
uct of Beacon Chemical Corpora- 


tion, Philadelphia, has already at- 
tained distribution in all 48 states 
and has built up a volume of repeat 
business which gives every indica- 
tion of sweeping this new synthetic 
into an important place in the na- 
tional market. 

An interesting commentary on 
the development of new advertisers 
is involved in the Zero campaign, 
in which considerably over $100,000 
has been spent since Dec. 1, 1942, 
with imminent possibilities of the 
new product becoming an important 
national advertiser. Beacon Chem- 
ical Corporation is an old-estab- 


lished firm, with plants in Phila- | Mr. 


delphia, New York, Dallas and Chi- | 


cago, and some advertising support | 
has been put behind its “33” bleach. | 
but the. 
before been a/ 


disinfectant and cleanser, 
company has never 
prominent advertiser. 

Introduction of Zero, which is an 
all-purpose liquid cleaner, retailing 
at 17 or 18 cents in quart bottles 
through grocery stores, has been 
backed up with a consistent sched- 
ule of medium-space advertisements 
in 108 newspapers in 97 cities scat- 
tered through 32 states, and with 
radio programs on 25 stations in 23 
cities. 


Uses Food Pages 


Newspaper copy runs consistently 
once a week, on Thursday or Fri- 


For 
GOOD WILL 
* After the War 3a 
Choose ia 

Markets with a FUTURE ° - 


To Se POSTWAR 


MOLINE - ROCK ISLAND 


(ILLINOIS) © 


f; SESeeeett tt tet 
ISLAND tititt 


~ 103,526 


(U.S. pen 


is set for further expansion the mo- 
ment VICTORY becomes a reality 
Our many long established factories 
will furnish jobs aplenty for our work- 
ers as JOHN DEERE, INTERNA- 
TIONAL HARVESTER, J. |. CASE 
and many others serve the infinite 
needs of global convalescence. 


One Spece Order 


“ARGUS-DISPATCH”™ 
blenkets this market 


a? TS Ce 


National Representatives 
The Allen-Klapp Co. 


|indefinite appearance. 


day food pages, and is scheduled for 
Radio pro- 
motion is varied; in a few spots it 
includes sponsorship of participat- 
ing shows, while in others it con- 
sists of “Zero Hour News” broad- 
casts, ranging from 5 to 15 minutes 
daily, five times a week. All of the 
radio advertising is daytime adver- 
tising, and all Zero programs are 
spotted between the hours of 9 a. m. 
and 1 p. m. 

Zero is definitely lined up with 
grocery stores, and has no distribu- 
tion in either drug, department or 
variety stores. It has excellent dis- 
tribution through the chain grocery 
system, as well as through inde- 
pendent stores, to which it is dis- 
tributed through the usual whole- 
sale and jobber channels. 

One of the most interesting fea- 
tures of introductory Zero advertis- 
ing, as explained by Reggie Cogh- 
lan, assistant general sales manager, 
who joined the company about a 
year ago after service with Ethyl 
Corporation and Gulf Oil, is the 
light-style, but very black copy 


used in newspapers. Advertisements | 


ranging from 2 columns by 77 lines 
down to 2 columns by 47 lines are 
the usual thing, and invariably they 
contain pen and ink drawings, 
breezy, fast-moving copy, and a 
considerable volume of solid, black 
tones. 

Although convinced that the ad- 
vertisements have high eye appeal, 
Coghlan was somewhat 

dé 


con- | 


BLACK COPY PULLS 


1 WAS A DUNCE! 
'WAS a DUNCE! 


SAFE * SURE + SWIFT! | 


One of the Zero newspaper advertise- 

ments, utilizing plenty of black, which 

are helping develop a market for the 
new all-purpose cleaner. 


cerned about whether newspapers 
would accept the plates with sizable 
black areas in them. However, thus 
far the copy has proved acceptable 
without change to 95% of the news- 
papers on the list. Only about 5% 
have screened the black areas in 
some of the copy. 

In addition to the newspaper and 


radio advertising, the company has 
used bulletins to wholesalers, is sup- 
plying mats for grocery tieup copy, 
has used a window streamer and a 
price card, and has used one poster 
on the New York subways which 
has also been utilized in some cases 
as a background for a mass display 
of the product in retail stores. 

At present promotion has been 
withdrawn from New York, because 
the company finds the competition 
too tough for the routine it has set 
up nationally, but it expects to 
come back in with a special cam- 
paign before too long, and likewise 
to expand its activities to the maga- 


zine field. 
| 


Research Tests Reactions 


Right now Beacon is engaged in 
getting an over-all picture of what 
its six-month drive has accom- 
plished. It is doing a considerable 
amount of research work to test 
consumer reactions to the product, 
check on repeat sales, and investi- 
gate the effectiveness of various 
types of media and various com- 
binations. 

An unusual activity of this kind 
has just been completed in Phila- 
delphia, where Zero cleaner is said 
to have 98% distribution. Names 
of housewives were selected at ran- 
dom from the telephone book and 
they were sent a questionnaire ask- 
ing whether they had heard of Zero, 
how they learned of it, whether 
they have tried it, whether they like 


it, etc. In the Philadelphia su 
25% of the questionnaires were ,,! 
turned, a response so high that the 
same questionnaire will probab|y 
used in other cities where bo}; 
newspaper and radio advertising» 
being used. 

Zero advertising is prepared ; 
placed under the direction of yy, 
Coghlan. Jim Lamb, Philade! 
is the agency. 


oe 


ey, 


Professor Agnew to 
Retire from NYU 


Dr. Hugh E. Agnew, chairman o; 
the marketing department of Ney 
York University school of com. 
merce, accounts and finance, wij) 
retire as professor emeritus at the 
end of the present school term 

Professor Agnew has been . 
member of the faculty since 1999 
and chairman of the marketing de. 
partment for the past 15 years. He 
is well known for his work in the 
field of advertising media and 
the author of six books, in additioy 
to being a contributor to severa! 
business papers. 


Appoints Erwin, Wasey 


North American Philips 


electronic equipment and X-ray 
apparatus for industrial application 
has appointed Erwin, Wasey & Co 
New York, to handle its advertising 
Industrial magazines will be used. 


Com- 
pany, Dobbs Ferry, N. Y., maker o/ 


The small coating mill of 1893 had grown before the 
war into the world’s largest maker of fine printing pa- 
pers. But more important, Champion pulp today goes 
into the making of high explosives; paper wraps food, 
munitions and guns; makes ration books, blackout pa- 
per, military manuals; and sows propaganda everywhere. 
Chemical by-products of pulp making also are wartime 
essentials, in leather tanning, spot welding, mercerizing, 
bleaching, and mildew-proofing cloth. By extending its 
influence far beyond the country it has served for half a 


century, this mill has become Champion of the World! 


OHIO .. 


. CANTON, N.C... 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, 


. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


NEW YORK - CHICAGO - PHILADELPHIA ’- CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - 


and Tablet Writing ... 


2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
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ADVERTISING AGE 


Morton to Promote 
Its Heat-Fag Salt 
iow to Public 


hicago, June 2.—With advertis- 
a to the drug trade, to industry 
rod ugh business papers and na- 
tional magazines, and direct to 
consumers Via newspaper rotogra- 
yure copy, Morton Salt Company 
this summer will push sales of its 
Heat-Fag salt tablets, “the first salt 
tablets really packaged, priced and 
streamlined for big volume sales.” 
Sales last year were “truly sensa- 
tional,” the company is telling 
wholesale druggists in full-color 
folders which show the 1943 trade 
and consumer advertising. The 
folder urges them to be prepared 
for quick profits from hot days and 
* nts out how salt tablets are now 
“must” in most production plants. 
fe year’s sales, Morton continues, 
verified the possibilities of large 
volume salt tablet sales by druggists 
and a bigger season is ahead. 
“This year millions more men and 
women in homes, factories, offices 
and on farms will use salt tablets 
to defeat lassitude and heat fatigue 
caused by excessive perspiration 
and the attendant loss of body salt,” 
the folder points out. “This market 
s ‘hot?’ when the weather is hot— 
sales of Morton’s Heat-Fag salt tab- 
lets will zoom as the first sweltering 


— 


days hit us. Be ready for these 
quick profits from hot days. Your 
retail druggist will be ordering. Be 
sure you can supply them quickly.” 

Using American Druggist and 
Pacific Drug Review, Morton an- 
nounced the campaign in full-color 
pages in May issues, and will follow 
with similar space in June and July. 


HOT WEATHER 
WARNING , ‘_ 


MORTON SALT COMPANY + CHICAGO, ILLINOIS 


More than 20 business management 
and trade publications are on the 
industrial list. Appeals to home 
owners, Victory gardeners, indus- 
trial workers at home, and non-in- 
dustrial workers will be carried in 
2-column by 5-inch advertisements 
in roto sections of selected Sunday 


metropolitan newspapers, with 
headlines such as “Hot Weather 


Warning,” “Beware of Heat-Fag,” 
“Do you ‘Fag’ quickly in _ hot 
weather?” etc. Starting late this 


month or early in July, they will 
continue through August with about 
four insertions in each paper. 

Wholesalers are offered counter 
display cartons of the product which 
contain 12 tubes of salt tablets, each 
containing 100 tablets and retailing 
at 25 cents. 


Eye Future Market 


Although Morton has aggressively 
merchandised the tablets to industry 
during the past four years, the con- 
sumer effort is the most ambitious 
to date. Army and Navy needs, as 
well as those of industrial workers, 
will limit the supply available to 
consumers but the company, with 
an eye to the future, hopes to attract 
a permanent consumer market for 
the postwar years. 

Klau - Van Pietersom - Dunlap 
Associates, Milwaukee, handles 
Heat-Fag advertising. 


Knudsen Named Editor 


Botsford, Constantine & Gardner, 
Portland, Ore., has appointed Rein- 
hart Knudsen, 1936 winner of the 
ADVERTISING AGE essay contest for 
college students, as editor of 
“Bosun’s Whistle,” Kaiser shipyard 
house organ, which the agency is 
handling. 


Te ak 
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‘FLAVOR’ THEME FOR CAR CARDS 


Featuring hand-pasted reprints of a direct color photograph of an appetizing 
rib roast, supplied by the American Meat Institute, Carey Salt Co. is using this . 


street car and bus card to urge 


“More Flavor in Rationed Foods.” 


McJunkin 


Advertising Co., Chicago, handles the account. i 


“More Flavor in 
Rationed Foods’ 
Is Carey Appeal 


Hutchinson, Kan., June 2.—With 
reprints of a direct color photograph’ 
to catch the eye, street car and bus 
cards featuring a juicy rib roast are 
currently being used to push sales 
of Carey salt, along with this timely 
advice, “More flavor .in_ rationed) 
foods.” 

The cards bear hand-pasted re-| 
prints supplied the Carey Salt Com- 
pany by the American Meat Insti- 
tute, giving them the effect of four- 
color printing, and are being used 
in various \ Nag throughout Ala- 
bama, Florid Georgia, Mississippi, 
South Carolita and Tennessee. The 
car card phase of the campaign is 
being extended to Oklahoma and 
possibly to two other states in the 
near future. 

Carey also is using newscasts of 
5, 10 and 15 minutes’ duration, on 
45 radio stations, \and advertising 
in about 50 newspapers in its 22- 
state marketing area, as well as 
employing “minute movies” in more 
than 80 theaters. 

McJunkin Advertising Company, 
Chicago, handles the account. 


Cowles Transfers Storm 


Harold Storm of Station WNAX 
has been transferred to the KSO- 
KRNT promotion department as 
assistant promotion manager. The 
stations belong to the Cowle group 
in Des Moines, Ia. 


McKesson-Robbins 
to Aid Druggists 
in Vitamin Fight 


New York, June 1.—To keep the 
vitamin business in the drug stores, 
“where it belongs,” McKesson & 
Robbins has initiated an elaborate 
promotion plan which involves spot 
announcements over 87 radio sta- 
tions, newspaper mats for local drug 
store. advertising’ and two special 
window displays in full color. 


In addition the ‘company ‘has 
inaugurated what it calls “The 
Bexel Club,” which awards drug 


store clerks with salesmanship cer- 
tificates, cash awards and $25 war 
bonds, and is embellished with 
many sales helps, including a free 
course in selling the Bexel Vitamin 
B-Complex. 


Estimate Potential Sales 


A portfolio detailing the plan to 
keep the vitamin business in the 
drug store declares that a leading 
authority estimates the annual vita- 
min potential sales soon to  be/ 
reached at $496,881,000 or $9,034 a 
year for the average store. 


John Arndt Reelected 


Members of the Continental 
Agency Network, composed of ad- 
vertising agencies located in 12 
cities throughout the country, re-’ 
elected John F. Arndt, head of the 
Philadelphia agency bearing his 
name, as president at their annual 
convention in New York, May 22-23. 


200 Different War 
Products Are Made in © 
Worcester, Massachusetts 


WPB 


According to a recent bulletin of the War Production Board — 


84 per cent of Worcester’s 50,000 industrial 
workers are engaged in war work. 


200 different products are now being produced 
under war contracts by Worcester industry. 


The value of Worcester’s manufactures (mostly 
war products) rose last year to $375,000,000 


—a gain of 160 per 
peace-time production 


cent over the annual 
of $142,000,000. 


Worcester’s buying power has kept pace with this extra- 
ordinary wartime industrial activity. Worcester’s average 
weekly industrial wage — $44.08 in 1942 — is up 81 per 


cent over peace-time 1938. 


This rich market — heart of 


industrial New Englond is 


blanketed by The Telegram-Gazette. Circulation: daily over 
140,000. Sunday over 80,000. CITY ZONE POPULATION 
235,125. Total population, City and Retail Trading Zones: 


440,770. 
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10-12% Mortality Among 
Building Material Dealers 


Field in Good Shape; 
Many Turn to Light 
Manufacturing 


A rash of postwar planning has 
broken out rather suddenly among 
manufacturers whose products are 
used in building. At first glance it 
would appear that recent war news 
is the cause; actually war news has 
little or nothing to do with it. The 
change is due to developments on 
the production front at home. Huge 
quantities of building materials no 
longer are required for military and 
nava! construction or for building 
of arms plants. Many manufac- 
turers of arms and other war goods 
temporarily are catching up with 
demand and for the first time in 


many months they have a chance to 
think ahead. Under such conditions 


it is quite natural for them to ask: 

(1) How is the retail lumber and 
building material dealer 
along? 


(2) Will he be in business after 


the war? 


In order to prepare this article 


getting 


the foregoing questions, and varia- 
tions thereof, have been discussed 
with manufacturers in the building 
field, secretaries of retail lumber 
and building material dealer asso- 
ciations, editors and field men of 
building publications and others. 
Here is a quick summary of their 
views and opinions: 
l Up to this time 10 to 12% of 

« dealers have gone out of busi- 
ness or closed their yards for the 
duration. This is only about twice 
the normal mortality in this field of 
25,000 dealers, of whom some 5,000 
are properly to be regarded as mar- 
ginal outlets at any time. Up until 
the fall of 1942, the business 
“birthrate” in the lumber dealer 
field was about 60% of the business 
“death rate’”—a remarkable showing 
under the circumstances. 
2 So far dealers have main- 

. tained their sales volume sur- 
prisingly well by “living” on their 
inventories. 

Many dealers are bewildered 

« by the present tangle of red 

tape, orders and _ counter-orders 


from government bureaus and by 
wartime restrictions. Those who 


ITTSBURGH POST-GAZETTE families are 


as enthusiastic about reading their favor- 


ite newspaper as soldiers are about a furlough. 


And this isn’t our opinion but a statistical fact 


revealed by L. M. Clark Reader Traffic Studies 


which prove that men and women reader traf- 


fic in the Post-Gazette is 25% greater than the 


average of the 19 other 


PITTSBURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATIVES 


New York © Chicago © Philadelphia © Boston © Detroit © Sen Frencisce @ Los Angeles 


newspapers studied. 


© Settle 


have adapted themselves to wartime 
conditions are getting along very 
well. 
It is practically impossible for 

« dealers to get lumber today, 
yet many successfully operate “lum- 
berless’” lumber yards. Manufac- 
turers of asphalt and gypsum prod- 
ucts, paint, wall paper, cement and 
hard materials are getting very 
gratifying results from their adver- 
tising and dealer helps. 

Lumber and building material 

« dealers will be a major dis- 
tributing outlet after the war. They 
have standing in their communities, 
money, experience, yards, railroad 
sidings, sheds and _ storage bins. 
They are better equipped than any 
other distributing factor to buy, 
warehouse and sell large stocks of 
bulky, heavy products used in 
building. 


Dealer Mortality 


Building restrictions and lumber 
freeze orders have become increas- 
ingly severe as the war has pro- 
gressed. For a time it was believed 
that the retail lumber industry 
might be literally “wiped off the 
map.” Last autumn, it was predicted 
that 20% of the dealers would be 
out of business by the end of this 
year. These forecasts, however, 
have not materialized. As indicated, 
best available estimates show 10 to 
12% closings, and many of these are 
branch line yards (“chain stores” in 
the retail lumber business) that 
were operating unprofitably and 
have closed for the duration. 

The secretary of a state associa- 
tion in the East North Central ter- 
ritory says, “Of the 915 dealers we 
had in business in this state a year 
ago, only 19 have gone out of busi- 
ness up to today. The percentage 
of closings is larger in the South 
and Southwest, of course.” 


Dealers Holding Own 


A field representative of a build- 
ing publication reports, “In my ter- 
ritory the number of dealers who 
have gone out of business do not 
amount to 10%, and won’t reach 
20%, unless the war lasts longer and 
restrictions become more _ severe. 
Some yards are hanging on by the 
skin of their teeth. They sell every- 
thing for cash and do not operate 
their trucks enough to keep the 
motors warm. The owner and his 
wife do all the work and expenses 
are down to an irreducible mini- 
mum. Naturally, this is not true 
of all yards. Some are doing better 
than they have ever done before. 
They are the ones with ingenuity 
in merchandising who have ex- 
panded their lines. Others are really 
in the war business, making crates, 
boxes and other finished items that 


Others are hooked up with big con- 
tractors on war jobs as lumber and 
material procurement agents.” 

There are both favorable and 
unfavorable factors in the present 
situation. Favorable considerations 
are that dealers are learning the 
value of interdependence and of 
ethical competition. They are learn- 
ing more about companies whose 
lines they handle. They have 
learned that FHA was a great boon 
to their businesses. They have 
learned to value small jobs in their 
communities together with better 
housekeeping, record-keeping and 
management. And they have learned 
to become manufacturers in a small 
way rather than strictly distribu- 
tors. 

On the unfavorable side of the 
ledger we find government regula- 
tions and the likelihood of their 
continuance after the war. This is 
a very real threat and dealers real- 
ize it. Another is lack of imagina- 
tion and initiative. They need, 
badly, to do an advertising and sell- 
ing job that is continuous and con- 
vincing, on their facilities, service, 
products and “know how.” 


Sales and Inventories 


A clear picture of what is hap- 
pening to stocks of retail lumber 
and building material dealers can 
be obtained from U. S. Census of 
Business figures. 


1,100 representative yards in 34 
States. From Dec. 31, 1941, to Dec. 
31, 1942, inventories in these yards 
declined 16%, while sales increased 
very slightly. See Table I. 

These annual figures do not tell 
the whole story, for while annual 
sales volume was maintained in 
1942, figures by months show a de- 
cline in the second half of the year. 
See Table II. Note the third column 


of figures showing sales for the 
current month compared with the 


a 


This is the seventh of a series of articles analyzing change; 
in the distribution situation which have developed because o{ 
wartime conditions, and presenting a glimpse of postwar trend; 
in various lines. Presented herewith is the first of four articles 
discussing various aspects of the “housing” distribution picture 
Building materials and supplies distribution is considered here, 
to be followed by a discussion of distribution in the electric 
appliance and radio fields, hardware and paints, and heating 
fuels. 


fulness of dealers and by avail. 
ability of non-critical materials wij) 
be shown presently. 

Profits have gone up proportion- 
ately as sales have gone down, due 
to reduced expenses through loss of 
personnel to the armed forces, etc. 


same month a year ago. These per- 
centage figures show that sales were 
increasing in 1939, 1940, through all 
of 1941 and up to May, 1942. In 
June, 1942, the first decline appears. 
Note how the rate of decline in- 
creases by months until the end of 


— 


Table I 
Inventories and Sales of Lumber and Building Material Dealers 
U. S. Census of Business—Retail Sales—Independent Yards in 34 States— 
Approximately 1,100 Representative Yards 


Inventories Sales Inventory change Sales 
on for the in °, from change 
Year December 31st entire year 1941 to 1942 in *, 
1941 $35,678,278 $180,133,928 
1942 30,069,043 180,367,949 —16 +0013 
Table Il 


Sales of Lumber and Building Material Dealers in Wartime—v. §. 
Census of Business—Retail Sales—Independent Stores in 34 States 


Month Current Month Total this year 

and Number of Sales for vs. same month to date vs. same 

Year Yards Re- Month in a year ago— period last year 

1939 porting Dollars °*/, loss or gain °%/, loss or gain 
December 1,156 $11,741,838 + 6 + 9.6 

1940 
December 1,120 11,193,260 +15 +10 

1941 
January 1,183 11,555,689 +32 —7 
February 1,224 10,970,639 +20 +27 
April 1,199 16,479,641 +20 +23 
May 1,203 17,717,984 +19 +17 
June 1,177 17,446,658 +26 +22 
July 1,139 18,668,333 +28 +24 
August 1,188 19,579,867 +30 +25 
September 1,170 19,490,344 +30 +26 
October 1,227 21,194,413 +18 +25 
November 1,244 17,280,867 +15 +24 
December 1,256 15,385,386 +19 +24 

1942 
January 1,301 13,815,131 +12 —12 
February 1,321 13,236,824 +12 +12 
March 1,312 16,693,718 +20 +15 
April 1,269 18,635,453 +13 +15 
May 1,288 20,354,841 +10 +14 
June 1,264 18,578,720 —t1 +12 
July 1,237 18,726,959 — 7 + 9 
August 1,176 16,941,968 —9 + 6 
September 1,170 17,190,974 — 8 + 4 
October 1,184 17,511,331 —10 + 3 
November 1,147 13,857,581 —12 + 1 
December 1,139 13,066,984 —15 ‘ 

1943 
January 1,142 11,013,051 — 9 os 
February 1,104 11,596,440 + 5 — 3 


t : | the year. Sales for the first two, 
ake ratings down through AA-3.| months of 1943 are 3% 


| lumber 
\strictions are beginning to be felt.|3% ahead of 1941. 


They show in- 
ventories and sales of approximately 


*Less than \% of 1 per cent. 


Table III shows percentages of 
below the| change in sales and inventories by 


‘corresponding figure last year.|city sizes. Note that yards located 
| These figures indicate that the real |in towns of less than 2,500 popula- 
|pinches of declining inventories, | tion show the largest inventory de- 


freeze orders and other re-|cline, but that sales for 1942 are 
This apparently 
The extent to which these negative| is due to the fact that dealers in 
factors are offset by the resource-| (Continued on Page 28) 
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Either. A 
harming and livable home that will always 
be attractive 


Today's house or tomorrow's? 


Large picture windows and wide open liv- 
ing space will be more popular in houses 
we build tomorrow 


odern American home borrowing dec- 
a'ions from the Swedish. A kitchen to 
fit any home 


Sine 


* novelties of this kind will be re- 
fulsites in the home of the future. 
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THE LARGEST CIRCULATION 


AMONG BUILDING MATERIAL DEALERS AND CONTRACTORS 


Bocaus2 e e e PRACTICAL BUILDER does not emphasize 
any particular type of building but stresses rather how to put building 
materials together in every kind of building. This is the common prob- 
lem of all builders, large or small. For example, a small builder in 
Olathe, Kansas, discovers a way to save lc per square foot on a con- 
crete barn floor. This money-saving hint appears in PRACTICAL 
BUILDER and is taken up by every contractor who can use it, whether 
he be building a residence, a church, a store or a bomber plant. 
Because, as its slogan says, it is “The How-To-Do-It Paper” for all 
= See, =—s Kinds of builders, talking their common language, it is also the build- 
— 44.4 Add A em = ing paper that has been able to amass the largest circulation among 
i, i Mets LLL AR builders who will read and believe your message when it appears in 
ij rag" 4 


ight 


ya 


the pages of their No. | publication. 
Circulation, 70,000 net. Subscription rate $4.00 for 3 years 


Bocause e « e« BUILDING SUPPLY NEWS prepares build- 
ing material dealers for any eventuality, whether new materials, re- 
strictions, management, merchandising, post-war building or any 
other problem. To quote a recent instance, an ordnance plant near 
Little Rock, Arkansas, was in the market for 300 over-head doors. One 
of the lumber companies in town secured the names of manufacturers 
of this type of door from the January Catalog issue of BUILDING 
SUPPLY NEWS, for which they paid $1.00, and as a result of this 
$1.00 investment secured a $17,000 order for these doors 

Because of its editorial policies, BUILDING SUPPLY NEWS naturally 
has grown until today it has the largest circulation devoted exclusively 
to building material dealers, with an average of 3.7 extra readers per 
copy—readers who can and will influence the sale of your products 
today and for the post-war period. 

Circulation, 12,276 net. Subscription rate $3.00 for | year 
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Publishers to the Building Industry 
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(Continued from Page 26) lin their business and believe their | tural — says, “Yes, ne 

‘ little or no|communities will need them as|some dealers are getting along in 
sets toninte that enables them | ™uch in the future as they have in |good shape. Some have been mere 
to replace their stocks, particularly the past. They want to go on living | fortunate, or more ingenious in get- 
lumber : /an independent and useful life. But| ting a fair supply of lumber. Many 
- a ys they are a hopelessly confused lot,|are prefabricating brooder houses 
Confusion versus Adaptability | not because they lack intelligence,| and other small farm buildings to 
Many dealers find it difficult to| but because they have been caught | an extent never dreamed of a few 
carry on in the face of the welter| up in a maze of orders, regulations, 


—_ —_ ~ a mm 


three principal emergeney orders/|strictions in the first world 
are: L-41, which regulates and re-| They “lived on their fat” ¢| 
stricts all civilian new construction,|the depression, and, if nece 
repairs, maintenance or remodeling;|!can do it again in this war. 
M-208, which went into effect last} An analysis of all retail ya)q, 
year and placed restrictions on use| listed in a recent issue of the | ym. 
of certain species and grades; L-218,| bermen’s Credit Rating Boo} ndi- 
which froze Douglas Fir lumber and | cates that: 

62.3% are individually owned 


War 
ugh 
ary, 


of conflicting orders coming to them | limitations and directives that have | 
out of Washington. A_ building| been misinterpreted for them, to 


| 


the Southwest, “Dealers have faith | 


of doubt, questions and uncertain- | 


do to stay in business: 


| Table Ll 
| . . . . 
icati them and about them, until they| Inventories and Sales of Lumber and Building Material Dealers— 
cane “Wedince hoan tank have been left swimming in a pool | 1942 Compared in % with 1941—U. S. Census of Business—By City 
Sizes (1940 Population)—1,081 Independent Yards 


31.6% are line-yard branche. 
6.1% are line-yard headqu: :te;, 


Where Business Is Done 
Analysis of U. S. Census of yg). 


ties.” | 50,000 25,000 10,000 5,000 2,500 es fae Of the 
| City 100,000 = to to to to te Under. aston’ Oe a ), 7,756 
| ae eee eee Sizes & Over 100,000 50,000 24,999 9,999 4,999 2,500 | Were located in cities of 10,000 o, 
| Dealers who have adapted them- °, %, %, ey oy °, °%, more population. Their sales fp, 
iselves to wartime conditions are | change change change change change change change |the year totaled $768,338,660, a) 
/operating very satisfactorily. There | jnventories aah ett ant? ait, «nh a “an average of about $99,000 per yarq 
are three things that a dealer can | Sales +3 we + 5 mat an? on? +3 And 17,311 yards were located ; 


towns of less than 10,000 populatio, 


(1) Diversify his stocks and cay Th tili hace 
operate a store instead of a yard, or | Years ago. 7S SS oe 
both. lengths of lumber, native woods and 

(2) Go into war production as a other unrestricted materials in these 
sub-contractor or as a procurement | Structures. , 
agent. Other dealers, and some good 

(3) Prefabricate small portable | 0"©S, have 2 — se a 
buildings, particularly farm struc- | for a year. ey have learned to 
tures of various kinds. operate without lumber by going in 

Dealers in medium-size industrial | for re-roofing, side-wall application, 
‘cities confine their operations prin-| insulation, paint, repair and _ re- 
| cipally to priority business in order 


modeling with non-critical items. 
to replace and maintain their stocks, | They have taken on additional side 


“i ro i : ; 35 
he program director of WFDF, otherwise they soon would -sell | lines and — made the side line 
Flint, Michigan, said I should do | themselves out of business. | their main line. 


| War needs have made it neces- 
Delve Into Manufacturing sary to divert much structural lum- 


my practicing on scales.” 


The secretary of a state dealer| ber into racks and shipping cases| loads of pre-cut lumber. The dealer 478,459,000, 
\association in a prosperous agricul-' for arms and other war goods. The| rented a factory that he has oper-|than 70% from the 1935 total. 


if FOU lived in Portland 


you'd read, 


THE JOURNAL holds a unique 
position as the only afternoon 
newspaper in the Portland Area! 
Thus it can publish world news as 
well as the local news the day it 
happens. In addition The Journal 
gives its readers both nationally 
famous features and favorite local 
writers. It publishes news and fea- 
tures in popular balance. That's 
why The Journal is today, as it has 
been for years, the preferred* news- 
paper in the Portland Area. Here 
population .exceeds 600,000 and 
monthly payrolls top 41 million 
dollars, making the Portland Area 
one of the Pacific Coast’s five out- 
standing markets. 


When The Journal goes to 
press it’s mid-afternoon in 
Portland. In New York it’s 
after six; in London, Paris, 
Berlin, Moscow, it’s mid- 
night or later. This time ad- 
vantage enables The Journal 
to bring its readers news the 
same day it happens —news 
that only an afternoon news- 
paper on the Pacific Coast 
can publish at this time! 


*The Journal reaches 21993 more 
families in the Portland Area than 
any other paper. 
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+ and rural areas (more than |2,(9 
went into effect months ago; and) of this number are in towns of les 


L-290, which freezes seven species than 2,500 population). Thei; sales 
of Western lumber and which went} ¢oy the year totaled $710,120,340. a, 
into effect on May 13. i average of about $41,000 per yar 

Little change is expected in lum- By 1935 the number of yards hag 
ber restrictions so long as huge declined to 21,149, and total sale 
quantities of war goods are being for the year were only $866,865.00) 
shipped overseas. Some indication according to the U. S. Census o; 
of war requirements can be seen| Business. Total annual sales wer 
from the experience of a. single, 56% smaller thar in 1929/but dur. 
typical lumber and building mate- ing this six-year period less tha; 
rial dealer who, last June, started one out of each five yards (19.8%; 
|making shipping crates for airplane went out of business. By 1939 th 
motors. He first was given an|nymber of yards was back up t 
opportunity to assemble 5,000 crates. | 95.067, an 18.5% gain from 1935 
This single order required 45 car-|and sales for the year totaled $]. 
an. increase of more 


_ated day and night ever since. He! ‘There are nearly 2% times a 
now uses 13 carloads of pre-cut| many small-town and rural yard 
/lumber a month. His production|a, City yards. The city yard 
| now includes coffins, boxes for ma-| account for 52% of the total sale: 
/chine parts and engine platforms. | the small town and rural,yatds 48°; 
Part of the work is being sublet to| he foregoing figures indicate sta- 
| another nearby dealer. \bility of the lumber and_ building 
Do Many Jobs material dealer and indicate the 
importance of the small-town and 
Many a. examples of how |rural dealer as a distributing facto, 
umber dealers have gone into war at ss af somes oh ine 5, 
work can be cited. Their poedeets! * PéstwartBultdinig? ; 
include wooden sewer pipe, ammu-| Practically everyone | seems 
nition igloos, wrench boards, mess| expect a huge amount of building 
hall tables, landing and pontoon| after the war. Many new concerns 
bridges, prefabricated buildings of| wil] enter the field as manufac- 
various kinds, sub-contracts on con-|tyrers, distributors and _ builder: 
struction of army camps and other|Some of these manufacturers wil 
similar activities. have little or no knowledge of dis- 

The scramble for what little lum- tribution practices in the field 
ber is available to dealers is so There will be a mad scramble fo: 
acute that the usual relations be-| distribution, during which wildcat 
|tween producer and buyer have} marketing may be attempted. Som 
been reversed. In one section the | companies may get the idea tha’ 
| dealers now take hams, maple syrup | they are too big to have to cater t 
and similar presents to sales man-| dealers and will try to short-circui! 
agers, shipping superintendents and the usual distribution channels 
|other key men around lumber mills. | These concerns, in time, will fin 
| Dealers have diversified their|that lumber and building materia 
| stocks and changed their operations. | dealers are their mostanatural dit 
| Manufacturers of items that can be|tributing outlet. These dealers hav: 
| delivered to dealers, such as asphalt) financial stability, high standing i: 
| shingles, gypsum boards, insulation, | their communities, the yards, rail- 
paint, cement and similar items, | road sidings, sheds and storage bir 
today are getting unprecedented | that enable them to buy, warehous 
|response from their dealer adver-| and distribute the heavy and bulk) 
tising and sales helps. |products used in building. 

Many dealers resent the way in In smaller towns particularly, th 
which manufacturers have literally||umber dealer is an all-importan' 
walked off and left them. They | distributing factor. The small-tow! 
say they intend to remember “who- | dealer probably will be in a stronge 
dunit” when the postwar scramble | position after the war than man 
for distribution begins. 'of his big city brothers. The sm@ 

. om x town dealer is used to getting along 
The Postwar Dealer with little or no new home building 
Lumber and building material| Most of his sales come from )a 
dealers, as a class, rank high among|trade (direct sales to farmers © 
retailers. Many of the _ present| home owners) or repair business 
/operators are second- or third-gen- 
eration owners. Many of them have Urges Pressure in Washington 
a substantial financial background. Despite the fact that lumber 4n¢ 
Their businesses, in many cases,| building material dealers are in ‘ 


lived through severe building re-!' stronger position than many lasses 
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_ —— SERED — - - _ eo —se — a 
f retailers they do need relief from | of homes easier for the public. units, and will account for a rela- | of dealer relations for the company, dream has taken on ‘some of the 
al much government regulation. A| Much current writing predicts| tively small percentage of the total| outlined his ideas of an “ideal aspects of reality during the past 


puilding publication field man who|revolutionary changes in building| residential costs. Prefabrication of | building material dealer” in these | ten years and its gpg seroma Bo 
jives among these dealers has this| methods, practices, materials and| small farm structures is expected to | terms: | being comma og «| ra her n 
to say: equipment after the war. The trade| continue, and some interesting de- “A department store of building | Slowed down, by the war. 

“Tell those ‘marketeers’ who are|does not favor too much publicity|velopments are anticipated in the | and housing services—a central in- | 
going to read this article that the|about pencil dreams of the “gee-| commercial field, but again the | ventory of all products serving the | 
big prains in big business who need | whiz boys” on the grounds that the| changes will be evolutionary, for housing market—a_ staff architect | Manufacturers whose products 
-etail distributors all through the| general public may be led to expect prefabricators have not yet licked| with assistants — a construction | can be used in postwar homes, or 
country to market their peacetime} far more than the industry can the nationwide distribution prob-| superintendent with assistants —a|to modernize existing homes in the 
»roduction had better begin to make} deliver. Sound consideration of the|lem, and builders claim that they) real estate department—an insur-| postwar era, already are advertising 
‘heir weight felt in the war-created | facts indicates that building neces-|can match the cost service of pre-| ance department—a counter mer-|to the general public. Much of this 
bureaus of Washington. Urge them|sarily must resume about where it|fabricators by pre-cutting at the | chandise division with hundreds of | advertising is designed to stimulate 
to simplify their directives and reg-| left off, and that while there will building site. housing appliance items and im-|postwar building. Some of this 
ylations so that dealers will be able|be many changes after the war they 


Many Plan for Future 


Visuali Enl aF dens pulse items,” and scores of other|consumer advertising, such as that 
to understand what these lawyers|will be evolutionary rather than suatia’s Enlarge URCweRS /services and departments. of Edison General Electric Appli- 
are saying, what the bureaus want| revolutionary. | Johns-Manville Sales Corporation, This idealistic dealer of tomorrow | ance Company, is designed to stimu- 


and do not want. It is not so much The subject of prefabrication is | for example, is convinced that! would integrate all of the consumer |late use of war bonds for postwar 
, matter of restrictions and regula-| closely related to publicity on revo-| building material dealers can andj services dealing with housing in|building and home improvement. 
tions as it is of being able to under-|lutionary changes. The consensus} should play an even more dominant any way, and would have a store|Other notable advertising directed 
stand what the restrictions restrict|of seasoned manufacturers in the| part in the entire construction field traffic second only to department|to home owners and _ prospective 
and what the regulations regulate.| building field is that prefabrication| than they have in the past. Early | stores and super markets, according|ones is being done by concerns 


Big business can lose billions after|of houses will be limited to low-cost | this year Arthur.A. Hood, director to Mr. Hood. who added that this!such as Nash-Kelvinator, General 
the war if dealers are allowed to 


die out for lack of information, or 


yecause of misinformation.” ‘ae °. 99 * 
The director of dealer relations of 
a nationally known manufacturer in 
the building field says, “I cannot e 
help but feel that this ‘ 
i — 


postwar 
period will be a quite prosperous 
one for the dealers for two or three 
years, because of the _ terrific 
dammed-up shortage of needed con- 
struction. I think, too, that the 
dealers who survive will be inher- 
ently stronger and better operators 
than they were when we entered 
the war.” 


Sees Revivified Dealers 


The secretary of a dealer state 
association has the following to say 
about dealers in the postwar mar-| 
ket: “I think our dealers will be 
right up in the front line trenches 
in the mad scramble for business in 
the postwar market. I think this 
will be the case because of the low 
mortality rate among retail lumber | 
dealers during the war; the tough-| 
ening and hardening process they | 
have been through, which will put 
them into the postwar market in the 
finest physical, mental and financial 
condition possible. I tell these deal- 
ers of ours who are doing such a 
swell job now that they are the 
commandos of our industry. It 
makes one’s blood tingle to think of 
the great job so many of them will 
do in the postwar market.” 


Study Basic Changes 


Opinion in the field is undecided 
is to whether building material and 
supply dealers will continue the 
manufacturing activities which 
many of them have taken on, when 
the war is over. Most dealers 
anticipate that as their normal 
stocks are unfrozen and as demand 
for their services as dealers picks 
up, manufacturing aspects of the 
business will be foregone in favor 
of a return to strictly dealer func- 
tions, with the possible exception of 
portable farm structures and acces- 
sory equipment. 

In general, few basic changes are 
anticipated in dealer operations 
ifter the war, although the entire | 
building industry, and particularly | 
the home building field, seems to be “BROAD ACRES,” BY CLYDE BROWN 
in the throes of evolution, and the 
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od ge gid Meld is pace one HERE'S plenty of spending mneney growing on the broad acres ia 
that the: many component parts of of Prairie Farmer Land. Here farming is diversified, and there ie 

cdeser teusther and willed, so es to always cash coming in: from dairying, from fattening cattle and hogs 

make the purchase and furnishing and from marketing soy beans, corn, wheat, oats or other crops. 
“e Thus, here you can most safely invest your advertising dollars. Pros- 7 
®eeeede0do perity is a habit throughout Prairie Farmer Land, and so is spending 


| for the better things of life. 


This year, with all the farm family working for Victory and produc- 
ing as never before, there’s extra abundance for them — and extra 
sales opportunities for you. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


The surest way for you to “rake in” your share of this 1943 crop 
money in Prairie Farmer Land is to use the double-powered sales 
combination of Prairie Farmer and WLS. 


Use the Combination - | 


1) pame! tanMe A WL 


@ Photo-engravers in Chicago 


e 207 North Michigan Ave. pharm #7 gala a ‘Since 1841 
@ FRANKLIN S854 Gar fh to . CHICAGO 


Oe E EI Double Your SALES Power t Prairie Farmer Land! 
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Electric Consumers Institute, Johns- 
Manville Corporation, Celotex Cor- 
poration, Certain-teed Products 
Corporation, General Ceramics, 
Frigidaire, Leonard, W. A. Case & 
Son, Kohler of Kohler, Curtis Com- 
panies, Inc., Western Pine Associa- 
tion, Ponderosa Pine Woodwork, 
Holland Furnace Company and 
others. Many more concerns are 
directing postwar advertising to dis- 
tributors, trade buyers, users and 
specifiers of their products. 


Begins Magazine Drive 

Chandler & Co., Boston specialty 
shop, will begin a new campaign in 
fashion magazines, with initial full- 
page black-and-white insertion ap- 
pearing in July Mademoiselle. Men- 
ken Advertising, New York, is the 
agency. 


Industrial Admen 
Name Directors 


New directors of the Industrial 
Advertising Association of New 
York, in addition to Officers an- 
nounced recently, are: 

E. Scott Pattison, G. M. Basford 
Company; Linwood H. Geyer, In- 
gersoll-Rand Company; Ken Lang- 
ley, Oil and Gas Journal; and Walter 
Funnell, Alan B. Sanger Agency. 


Kroger Promotes Sanning 


William J. Sanning, art director 
of Kroger Grocery & Baking Com- 
pany, Cincinnati, since 1934, has 
been named advertising and display 
director, succeeding A. E. (Bert) 
Johnston, who recently became 
vice-president of Ralph H. Jones 
Company, Cincinnati agency. 


Takes Packaging Entries 


The Spice Mill, coffee and tea 
business paper, is now accepting 
containers of coffee, tea, spices, 
flavors and related products for 
entry in its Seventh Annual Food 
Packaging Show. Closing date for 
the 1943 competition is Aug. 15, and 
as in previous years winning pack- 
ages will be displayed at the con- 
vention of the National Coffee 
Association for which the time and 
place will be announced at a future 
date. 


To Grant Advertising 


Rena L. Nelson, on the copy staff 
of Lord & Thomas—Foote, Cone & 
Belding, Chicago, for the past six 
years, has joined Grant Advertising, 
Chicago, in a similar capacity. 


‘Ottawa Journal’ 


Skips Holiday to 
Save Newsprint 


Ottawa, June 1.—Aftermath of 
Canada’s Fourth Victory Loan cam- 
paign which brought in more than 
$1,250,000,000 during a three-week 
drive, was the decision of at least 
one major newspaper to take a holi- 
day and catch up on its dwindling 
supply of rationed newsprint. 

Taking advantage of the fact that 
May 24 was a civic though not a 
national holiday this year, Ottawa 
Journal announced to its readers, 
that to save newsprint, there would 
be no customary evening edition on 
that day. Said the Journal: 

“Demand during the past month 


The New NEW ORLEANS 
Is a World Air Terminal 


gta lh 
World Air Traffic is only one of the Wav Puctiies that 
make New Orleans America’s No. 1 Green Pasture 


¥oe oe 
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Pan-American Airways, Inc. will 
begin to fly their new route from 


New 


Orleans to Central America 


this month. Feeding this Overseas 
air service are Eastern, National, 
Delta and Chicago & Southern 
Airlines. ’ 


ae 


HERE ARE 7 OTHER FACTORS 


% South’s First Port for Latin American and World Trade 


% Solid Expansion in Permanent Industry 
% Great Rebirth in Agricultural Hinterland 
*% Big Revival in Mississippi River Traffic 
% Financial Capital of the South 


% 100,000 Recent Increase in Population 


% One of the World’s Greatest Tourist Centers 
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WHERE THE POST-WAR murine le 
Lim 1S BEING BUILT at 


WARTIME FLAVOR 


HOUSEWIVES! YOU Too 
CAN MAKE DELICIOU: 
BROWN OR CREAM GRA, y 
—WITHOUT MEAT! 


+ i 
haa 


A recipe contest offering war bonds a; 


prizes features a new campaign fo 
Golden Rich gravy mix, nationally dis. 
tributed by Jellum, Inc., Joliet, IH. as 4 
“meal extender.” Only Chicago paper 
are being used at present, with the 450. 
line opener followed by 270-line copy 
each week. Reincke- -Ellis-Younggreen & 
Finn, Chicago, is the agency. 


for newspaper space to promote the 
Victory Loan campaign has eaten 
heavily into the Journal’s rationed 
supply of newsprint paper. We have 
been obliged to use in advance a 
portion of the paper which had been 
reserved for the next six weeks 
Suspension of the evening edition 
with its large circulation on the tra- 
ditional Victoria Day holiday offers 
one means of recovering some of 
the lost ground.” 

In peacetime, May 24, Queen Vic- 
toria’s birthday, is an important na- 
tional holiday in Canada. But this 
year for the first time the federal 
government struck it off the list and 
all government offices, war plants 
and essential occupations were ex- 
pected to stay on the job. However 
a number of cities declared it to be 
a civic holiday and stores decided 
to close. 

Most encouraging feature of the 
Victory Loan campaign just ended 
has been the response of individual 
subscribers. It is estimated that 
there were 2,500,000 individual sub- 
scriptions for more than $500,000, 
000 worth of bonds—a 33 1/3% in- 
crease in volume and a 25% in- 
crease in number over the $375, 
000,000 subscribed by 2,000,000 in- 
dividual subscriptions in the Third 
Loan. 


Garfield Named Counsel 


Sidney Garfield, president of Hir- 
shon-Garfield, New York, has been 
appointed merchandise consultant to 
the Interstate Department Stores. 


Benson Joins Hazard 

Hal John Benson, formerly with 
Warwick & Legler and _ Tracy- 
Locke-Dawson, New York, has been 
appointed art director of Hazard 
Advertising Corporation, New York 


—_— 
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The 
New York 


Times 


Foreign News Service 
comes to 

| Buffalo readers 

exclusively in the 


Buffalo 
| COURIER 
EXPRESS 


This splendid Service is in addi 
tion to A. P. and U. P. Services 


ONLY MORNING AND SUNDAY NEWS- 
PAPERS IN WESTERN NEW YORK 
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N.Y. Art Directors 
Show on View at 
Public Library 


Seven Medals and 
Thirteen Awards Are 
Voted in Competition 


(Pictures on Page 47) 


New York, June 2.—Seven medals 
and 13 awards for outstanding ad- 
yertising art in seven classifications 
will be awarded to winners of this 
year’s competition of the Art Direc- 
tors Club of New York at a dinner 
at the Murray Hill Hotel here June 
7, immediately following a preview 
of the exhibit which will be open 
for inspection by the public in the 
main gallery of the New York 
Public Library June 8-30. 

Winners this year were selected 
on the basis of the effectiveness with 
which the art fitted into the scheme 
of the whole advertisement, rather 
than on the merit of the artwork 
alone, according to Paul Berdanier, 
J. Walter Thompson Company, 
chairman of the exhibition com- 
mittee. 

Medal awards went to the follow- 


ing: 

Color photograph: American Lo- 
comotive Company. Agency, Kenyon 
& Eckhardt; artist, John F. O’Reilly; 
art director, Paul Smith. 

Color illustration: Shell Oil Com- 
pany. Agency, J. Walter Thompson 
Company; artist, Georges Schreiber; 
art director, Elwood Whitney. 

Black and white photograph: 
Boeing. Agency, N. W. Ayer & Son; 
artist, Gordon Williams; art direc- 
tor, Paul Darrow. 

Black and white illustration: Pan 
American Airways. Agency, J. Wal- 
tr Thompson Company; artist, 
Robert Riggs; art director, Paul F. 
Berdanier Jr. 

Comics and continuities: 
fort Distilleries. 


Frank- 
Agency, Young & 


j 
‘ 


Aree 


powes 


NOW 

, 5,000 WATTS 
DAY & NIGHT - 600 KC 
The Only Columbia 
Station in Maryland 


POUL E. RAYMER ©O_ Nat'l Sales 
NC" YORK . CHicaGo 


r 


ive 
SAM FRANCISCO . LOS ANGELES 


Rubicam; artist, James Williamson; 
art director, Jack Anthony. 
Originality in advertising art: 
Ladies’ Home Journal. Agency, 
N. W. Ayer & Son; artist and art 
director, Leonard Lionni. 
Twenty-four sheet poster (Ker- 
win H. Fulton medal): Community 
chests and councils. Agency, J. 
Walter Thompson Company; artist, 
Douglass Crockwell; art director, 
Arthur T. Blomquist. 
Awards of merit were as follows: 
Color illustration: First, John F. 


Murray Advertising Agency for 
John Wyeth & Bro.; artist, Dean 
Cornwell; art director, George A. 


Kellogg. Second, Hazard Advertis- 
ing Corporation for Niagara Alkali 
Company; artist, John S. DeMar- 
telly; art director, Adelaide B. 
Stevens. 


Black and white _ illustration: 


McCann - Erickson, for Stromberg- 
Carlson Telephone Mfg. Company; 
artist, Paul Rabut; art director, 
John H. Tinker. 

Color photograph: First, Lennen 
& Mitchell, for John H. Woodbury, 
Inc.; artist, H. Huene; art director, 
Louis Menna. Second, Hazard Ad- 
vertising, for Bridgeport Brass 
Company; artist, Robert Yarnall 
Richie; art director, Adelaide B. 
Stevens. 

Black and white photograph: 
First, J. Walter Thompson, for East- 
man Kodak Company; artists, Roy 
Pinney, Charles Beldon, Esther 
Bubley, Ardean Miller; art directors, 
Paul F. Berdanier Jr., and Edith 
Lewis. Second, Young & Rubicam, 
for International Silver Company; 
artist, Ruzzie Green; art director, 
William Kammer. 


Comics and continuity: First, 


! 1 
| Young & Rubicam, for Lever Bros.; 
artist, Albert Staehle; art director, 
Fred S. Sergenian. Second, N. W. 
Ayer & Son, for Philadelphia Bulle- 
tin; artist, Richard Decker; art 
director, Leonard Lionni. 

Originality in advertising art: 
First, Wm. H. Weintraub & Co., for 
Schenley Distillers; artist and art 
director, Paul Rand. Second, J. 
Walter Thompson, for Northam 
Warren Corporation; artist, Mar- 
garet Sommerfeld; art director, Ar- 
thur T. Blomquist. 

Booklets: N. W. Ayer & Son, for 
General Electric, Electronics Divi- 
sion; artist, Herbert Bayer; art di- 
rector, Leonard Lionni. 

Posters and car cards: Wendell 
P. Colton Company, for New Haven 
Railroad; artist, Ben Nason; art 


director, Wilbur B. Downes. 


Lynn to Blaine-Thompson 

Maurice Lynn has been named 
art director of Blaine -Thompson 
Company, New York. Mr. Lynn was 
formerly associated with Joseph 
Katz Company and Lord & Thomas, 
New York. 


Kinsolving Resigns 

Charles M. Kinsolving has re- 
signed as national syndicating rep- 
resentative of Parade. He will make 
his headquarters in the offices of 
The Deke Quarterly, New York, of 
which he is the editor. 


L. M. Clark Moves 


L. M. Clark, Inc., advertising and 
market research, has moved its of- 
fices to 441 Lexington Ave., New 
York. 
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The promotion covered 
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21 BROOKLINE AVENUE 
Boston, Massachusetts 


Laconia, 
os picture did not show in these cities 


THE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 


NETWORK 


Smashes Box Office Records 
Throughout New England 


The Yankee Network-RKO promotion of the 50-city 
Premiere of " Hitler's Children " is a sensational and posi- 
tive demonstration of the effectiveness of Yankee Net- 
work home-town coverage in giving equal emphasis to a 
sales message at all key points. 


26 cities where " Hitler's Chil- 


dren " was showing in March. These 26 cities were plotted 
to draw from nearby cities (as they do when a picture is 
playing one theatre exclusively in a given territory) to 
make up the 50-city Premiere. 

The Yankee Network promotion broke box office records 
in every one of the 26 cities. 

The results are dramatic proof that the friendly, neigh- 
borly acceptance of Yankee Network home-town stations 
is a potent sales factor throughout New England — 
and that this “Acceptance Is The Yankee Network's Foundation.” 


N. H., and Rutlond, Vt 


EDWARD PETRY & CO., INC. 
National Sales Representative 
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June 7, 1943 


§. 0. Consumer 
Sales Down 30% 
Stockholders Told 


New York, June 2.—Standard Oil 
sales in the rationed states of the 
Eastern Seaboard, excluding sales 
of aviation gasoline, were down 
about 35% from that of a year for 
the first four months of this year, 
Ralph W. Gallagher, president of 
Standard Oil Company of New Jer- 


ADVERTISING AGE 


}sey, told stockholders at the annual | Loew’s, Inc.—For 28 weeks ended 
J.) 


meeting in 
yesterday. 

For the company’s entire domestic 
marketing area, Mr. Gallagher said, 
the equivalent figure is a 30% de- 
| cline from last year. However, in- 
cluding aviation gasoline and pre- 
sumably other products sold to the 
armed forces, the company’s domes- 
tic volume is running about 5% 
above that of last year, and its for- 
eign sales are about 15% behind. 
Earnings for the first half of this 
year will probably be about the 
same as the $43,000,000 earned in 
the like 1942 period, Mr. Gallagher 
added. 

A resolution offered by a minority 
group, to the effect that Standard 


Flemington, N. 


aii 


Bey 


should not resume “cartel” arrange- 
| ments with I. G. Farbenindustrie 


| |under any circumstances after the 


war ends, was voted down by an 
overwhelming majority, as was a 
| contest over the turning over to the 
| government of the company’s Buna 
|S patents. 


| | The management contended that 


it had never entered into cartel 
arrangements with the Farben or- 
| ganization, and that any move to 
lrestrict the management’s freedom 
‘of action might prove disastrous in 
the postwar world. 


| quarter ended March 31, 1943, net 
‘earnings $2,023,118; for like 1942 
|quarter, $2,469,895. 


International Paper — For the: 


March 18, 1943, net profit $6,376,228; 
for like period of the preceding year, 
$5,292,541. 


Pullman, Inc. — For the quarter. 
ended March 31, 1943, net profit $2,- | 
033,851; for like 1942 quarter, | 
$2,883,985. 


Pere Marquette Rwy. — For four) 
months ended April 30, 1943, net) 
earnings $1,746,148; for like period | 
in 1942, $616,195. | 

Quaker State Oil—For the quarter | 
ended March 31, 1943, net earnings | 
$303,366; for like 1942 period, $429,- | 
093. 

Radio-Keith-Orpheum — For 13) 
weeks ended April 3, 1943, net earn-| 
ings $1,925,819; for like 1942 period, | 
$439,268. 

Reynolds Metal — For the year 
ended Dec. 31, 1942, net earnings | 
$1,373,592; for 1941, $2,867,674. 

R. G. LeTourneau — For four) 
months ended April 30, 1943, net) 
earnings $755,149; for like period in 
1942, $612,161. 

Square D Co. — For the quarter 
ended March 31, 1943, net profit 
$679,203; for like 1942 quarter, $1,- 
019,101. 

Sterling Drug — For the quarter 
ended March 31, 1943, net profit $2,- 
405,098; for like 1942 quarter, $2,- 
267,322. 

Sylvania Electric—For the quarter 
ended March 31, 1943, net profit 
$341,122; for like 1942 quarter, 
$284,976. 


Union Pacific — For four months | 


, — ONE cannon-n 
Watervliet 
A.B.C. City Zone residents. 


contracts totaling $200,000, 


5 


arsenal’s workers draw 
wages yearly 


ing market. 


Arsenal, employing thousands of Troy 


In the first year of the w 


with a total fire-power several times greater than that 

of any other cannon-making plant in America. 
Fire-power means buyer-power in Troy, for the 

more 


a tremendous plus factor in this boom- 


1aker to the Nation is the 


ar it received armament 


000 and turned out guns 


than $20,000,000 in 


To Keep the more than 115,000 consumers here 


sold on the item you're merchandising today or the 
name you want remembered tomorrow, use The Ree- 
ord Newspapers. 


Because the city’s sole dailies enable you to do the 


complete job at a single rate of only 12c per line 
Troy is New York State's lowest cost major market. 


H. Armstrong Roberts 


_ Fire-Power Means Buyer-Power In Troy! 


THE TROY RECORD 
THE TIMES RECORD 


All Advertising Direct 


|quarter ended March 31, 1943, net 
;|net profit $619,204. 


| $860,129. 


| 
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EXPANDED SCHEDULE FOR STAN-B 


SLUGGISHNESS 


cnn 


ae , ak err 


About 25 Pacific Coast newspapers are carrying full-page, half-page and quarter. 

page advertisements for Stan-B, new Standard Brands vitamin product, in an 

expanded schedule which started May |7. Copy, featuring money-saving aspects 

of the tablets, appears on a regular bi-weekly and weekly basis in California, 
Washington, Oregon, Idaho, Arizona and Nevada. 


ended April 30, 1943, net earnings 


J. A. Viger, Advertising Manager 


TS 
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net profit $755,545; for like period 
of 1942, $704,310. 

Crosley Corp. — For three months 
ended March 31, 1943, net profits 
$1,125,230; for the same period of 
1942, $391,138. 

Liquid Carbonic Corp. — For the 
quarter ended March 31, 1943, net 
profit $184,452; for the same period 
of 1942, $301,028. 

Borg-Warner Corp. — For three 
|}months ended March 31, 1943, net 
|income $2,226,315; for like period of 
|1942, $1,167,011. 

General Motors—For the quarter 
ended March 31, 1943, net income 
$33,074,031; for like 1942 quarter 
$23,229,991. 

Gimbel Brothers—For the fiscal 

United Drug — For three months | year ended Jan. 31, 1943, net earn- 
ended March 31, 1943, net profit) ings $3,347,770; for the preceding 
$496,803; for like period of 1942, | fiscal year $3,230,805. 
$476,640. | Gulf Oil Corp.—For the year 

Rudolph Wurlitzer Co. — For the|ended Dec. 31, 1942, net earnings 
fiscal year ended March 31, 1943, ! $22,981,562; for 1941 $33,568,624. 


$18,048,850; for like 1942 period, $7,- 
231,368. 

20th Century-Fox—For 13 weeks 
ended March 27, 1943, net earnings 
$1,751,739; for like period in 1942, 
$841,561. 

Union Bag & Paper — For the 


loss $188,074; for like 1942 quarter, 


Wm. Filene’s Sons Co. — For six 
months ended Jan. 31, 1943, net 
profit $690,228; for like 1942 period 


General Electric Co. — For three 
months ending March 31, 1943, net} 
profit $10,442,576; for like period of 
1942, $10,329,774. 


YOU OUGHT TO SEE THE WAY 
THEY'RE PACKING PEOPLE 


INTO BEAUMONT! 


@ Truly phenomenal is the way workers have 

flocked into Beaumont, Texas, to tackle the job 
of licking the Axis. With its shipyards humming 
twenty-four hours a day, and with numerous 
other vital war industries adding extra shifts, 
Beaumont has become a beacon for mas: 
migration. 

Jn 1940, according to the census, Beaumont's 
city limits encircled 59,063 people. On De- 
cember 31, 1942, an estimated 80,000 inhabi- 
tants dwelled within the same limits. Also, the 
December, 1942, city directory lists 99,000 
residents against 77,000 people who were in- 
cluded in the 1941 city directory. Add to 
Beaumont's rapid growth the equally great 
population gains of nearby Port Arthur and 
Orange and you'll readily understand why it'll 
be a wise move to use KFDM today to cover 
the war-busy Sabine area. 


—~~— SERVING THE 
—— ** MAGNETIZED 
SABINE AREA 


BEAUMONT, 
BLUE NETWORK, 560 K.C 


MEANS BUSINESS 


TEXAS 


: 


**Magnetized . . . drawing people and industries from other sections’ 
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mbert Co.—For the quarter 
ended March 31, 1943, net income 
$580,159; for like 1942 quarter 
$448,890. 

Life Savers — For the quarter 
ended March 31, 1943, net income 
$277,890; for like 1942 quarter 
$256,723. 

Marshall Field & Co.—For the 
quarter ended March 31, 1943, net 
income $1,223,427; for like 1942 
quarter $841,019. 

May Department Stores—For the 
gscal year ended Jan. 31, 1943, net 
earnings $4,503,950; for the preced- 
ing fiscal year $4,621,788. 

New York Central—For the quar- 
er ended March 31, 1943, net in- 
come $16,101,419; for like 1942 quar- 
ter $4,367,883. 


Pacific Mills— For the quarter 
ended April 3, 1943, net income 
s350,465; for like 1942 quarter $668,- 
500. 

Paramount Pictures—For the year 
ended January 2, 1943, net earnings 
$14,631,650; for the preceding year 
$10,251,242. 

Parke, Davis & Co.—For the quar- 
ter ended March 31, 1943, net in- 
come $2,204,307; for like 1942 quar- 
ter $1,614,266. 


Revere Copper & Brass—For the 
quarter ended March 31, 1943, net 
income $884,152; for like 1942 quar- 
ter $995,658. 


Shell Union Oil—For the quarter 
ended March 31, 1943, net income 
$5,067,188; for the like 1942 quarter 
$4,656,546. 

Stewart-Warner Corp.—For the 
quarter ended March 31, 1943, net 
income $831,398; for the like 1942 
quarter $690,777. 


Texas Company—Estimated earn- 
ngs for the quarter ended March 31,) 
1943 $8,000,000; for the like 1942 | 
quarter $7,900,000. 

Union Carbide & Carbon—For the 
quarter ended March 31, 1943, net 
ncome $9,382,021; for the like 194%. 
quarter $9,416,304. 

U. S. Steel—For the quarter ended 
March 31, 1943, net income $15,406,- 
91; for the like 1942 quarter $27.- | 
921,534. | 

Webster-Eisenlohr—For the quar- 
ter ended March 31, 1943, net in- 
come $133,801; for the like 1942 
quarter, net loss $4,163. 

Westinghouse Electric—For the 
quarter ended March 31, 1943, net 
noome $4,160,438; for the like 1942 | 
juarter $4,124,654. 

Ruberoid Company—Net earnings | 
for the quarter ended March 31, | 
1943, $146,362; for like 1942 quarter, | 
$188,844. 

Sonotone Corp.—Net earnings for 
the quarter ended March 31, 1943, | 
$71,371; for like 1942 quarter, $73,- | 
247. 

Standard Products Co.—Net earn- | 

ings for quarter ended March 31, 
1943, $179,340; for like 1942 quarter, 
$135,363. 
_U. 8. Playing Card—Net earnings 
for quarter ended March 31, 1943, 
$353,246; for like 1942 quarter, | 
$291,358. 

Van Raalte—-Net earnings for 
quarter ended March 31, 1943, $236,- 
132; for like 1942 quarter, $295,236. 

Walgreen Co.—Net earnings for 
ix months ended March 31, 1943, 
$1,717,031; for like 1942 period, $1,- 
154,567. 

Wm. Wrigley Jr. Co.—Net earn- 
ings for quarter ended March 31, 
1943, $1,712,912; for like 1942 quar- 
ler, $1,524,639. 

Studebaker Corp. — Net profit for 
quarter ended March 31, $939,514; | 
~- quarter ended March 31, 1942, | 
$207,584. 

Keystone Steel & Wire Co. — Net 
yroit for quarter ended March 31, 
$220,854; for quarter ended March | 
31, 1942, $364,083. 
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DOORWAY TO SATS 


Apsey Elected President 

J. F. Apsey Jr., advertising man- 
ager, Black & Decker Mfg. Com- 
pany, Baltimore, has been elected 
president of the Maryland Indus- 
trial Marketers, Baltimore chapter 
of the National Industrial Adver- 
tisers Association. A. H. Gladmon, 
Pittsburgh Plate Glass Company, 
was elected vice-president; L. F. 
Cahn, Cahn-Miller Advertising 
Agency, secretary, Mrs. R. F. Ken- 
nedy, Gathmann Engineering Com- 
pany, treasurer. 


Wagenheim Joins ‘Post’ 

J. I. Wagenheim, for the past two 
years with Triangle Publications, 
New York, has joined the local 


advertising staff of the New York 
Post. 


New Industrial | 
South Provides 
Theme for Delta 


Atlanta, June 1.—In contrast with 
other transportation copy which 
offers imaginative glimpses into the 
future, streamlined service, etc., 
Delta Air Lines currently is featur- 
ing the “new industrial South” in 
its national advertising. 

The series of two-color advertise- 
ments, running in news and avia- 
tion publications, depicts the South’s 
unexploited resources, climatic ad- 
vantages and labor setup, and main- 
tains that any forecasting for the 
postwar era must include a logical 
migration of industry southward. | 
The advertisements bear such titles | 


as “New Plants Are Blooming Down 
South,” “Industry Whistles a New 
Tune—It’s Dixie!” and “Delta Sky- 
paths Traverse a New Industrial 
South.” The series is a natural 
follow-up to Delta’s 1941-42 adver- 
tising, which paid tribute to each 
city served by the air line. 

Posters, counter cards and mailing 
pieces tying in with the new cam- 
paign are also being used. 

James H. Cobb Jr., Delta’s direc- 
tor of advertising and _ publicity, 
describes the pressing campaign as 
a cross between institutional and 
sales copy. “Anything we do to 
promote the South industrially will 
directly benefit Delta in future ex- 
press, mail and passenger business,” 
he points out. “Southern gover- 
nors and civic groups already have 
written us in appreciation of our 
efforts to sell the South. We wel- 


come the opportunity to serve the 
section which has supported us for 
18 years.” 

Beaumont & Hohman is the 
agency. 


Kraemer Joins McGillvra 


Gene Kraemer, formerly eastern 
advertising manager of Scientific 
American, has joined the New York 
sales force of Joseph Hershey Mc- 
Gillvra, Inc., radio station represen- 
tative. For the past year Mr. Krae- 
mer has been associated with Sta- 
tion WKAT, Miami Beach. 


Appoints Doremus & Co. 
Robins Conveyors Incorporated, 
Passaic, N. J., has appointed Dore- 
mus & Co., New York, to direct its 
advertising. Business papers and 
technical publications will be used. 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day an@ Night - 600 K.C. 


ODAY great factories are producing 


Jeeps by the acre . 


suspicion the demand for the current 
model will tailspin directly after the war. 

Out here in the WMT Corn Country, 
conversion to peacetime production is no 
problem. The wartime Iowa porker is a 
reasonably exact facsimile of his peace- 
time brothers and sisters, and the same 
holds true for those other basic, Lowa- 
produced food essentials; beef, corn, and 


dairy products. Unlike war production, 


Iowa food production will 


maintained at present top levels for years. 


Food is big business out 


WMT market: lowa farmers’ 1942 in- 


.. but we have a 


you sell on 


have to be 


here in the 


. and they 


A COWLES STATION 
WATERLOO 


bs: Represented by the Katz “Agency 


come topped 114 billion dollars in 1942 
. and 1943 may well exceed that. 
When the Axis submits to the terms of 
Unconditional Surrender outlined at 
Casablanca, our Lowa farmers’ job is just 
well underway. The world will need more 
Iowa-produced food than ever before. 
Plan both your present and future sales 
activities out here in the corn country with 


positive assurance that the Lowa farmers 


WMT today will have the 


do-re-mi to buy your product tomorrow 
‘ll still be listening to WMT, 
their favorite radio station on Lowa’s best 
frequency, 600 kilocycles. Write us today 


for complete information. 
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ADVERTISING AGE 


Wayer in New Post =Mass Marketing 
Fes Wayer, recently national | { P] Hi d 
advertising manager of Aircraft | 

Times and Shipyard Times, Los An- o anes inte 
geles, has been appointed eastern| 7 "i 

representative of California Audited | in Curtis Report 
Newspapers, a group of 13 com-| Philadelphia, June 3—A market- 

munity papers covering Greater Los| ing arrangement which will allow 

Angeles. He will establish offices in | planes to be sold for individual use 


Chicago and New York. ‘so the man on the street can buy 
with a minimum of inconvenience is 
one of the tenets set forth to in- 
crease individual flying in a study 
which has been issued by the com- 
mercial research division of Curtis 
Publishing Company in an attempt 
to evaluate the potential of the 


i a a a a a es 
~~ * 


* No premiums, deferred * 


= payments or other tricks— * | aviation industry at the end of the 
all cash readers . . . 


* | War. 
According to the report other 


developments needed to increase 
individual flying include: planes 
suitable for amateur pilots, selling 
at prices comparable with automo- 
biles having low operating costs; a 
new system of airports for indi- 
vidual fliers, approximating the 
|convenience of automobile parking 
lots since it is considered undesir- 
able to use commercial airports; a 


* 


' Lhe Cufilal of Misstisyffic 


1S IN WWL-LAND! 


band so are 10,000,000 customers from five different states 


“THE 


and gets it 


tion in the 5-state area. 


NEW ORLEANS 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. 


CROSSROADS 
SOUTH,” Jackson, Miss.. 
New Orleans. for the best in radio — 
just as scores of prosperous 
cities do, all over the Deep South. 


50,000 WATTS and a clear channel give 
WWL five times the power of any sta- 


To “own” the Deep South, 


OF THE 
turns to WWL, 


> 
get on 


June 7, 1943 


es 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


May 24. Most ad men long for a product 
of their own on which they can exercise 
their talents. If they can make money for 
others (they think) why not for them- 
selves? And besides, there is the longing 
to produce advertising which will require 
no other okay than their own. Many have 
tried it, and some, like the late A. W. 
Erickson, have made marked successes; but 
more have failed. I failed the first two 
times I tried it, but hit on the third and 
fourth. But whether it brings success or 
failure, the experience is highly educa- 
tional. The man who has wrestled with 
the total problems of business, and spent 
his oWn money for advertising space or 
time, has more respect for his employer or 
client, and is a better, more mature adver- 
tising man and counselor. 

* 


May 25. It has always been easy for me 
to be sympatico with our Spanish Ameri- 
can neighbors. My father was born in 
the north of Ireland, in County Tyrone, 
where, as he used to say, “the face of an 
honest man never was known.” I went 
there once to climb the family tree. The 
roots, I found, were Scotch Presbyterian; 
but a shipwrecked Spanish sailor had got- 
ten into our branch at some time, and left 
traces of his name and temperament. I 
was, myself, christened with a Spanish 
form of a Scotch name, although I have 
never used it. However, I have carried on 
the tradition by naming my Scotch terrier 
Chico McGillicuddy. He sometimes looks 
a little dour at such levity. 

oS 


May 26. Jim O’Shaughnessy sends me 
a piece he has written, proposing that ad- 
vertising men be given a place at the Peace 
Table, when it comes. I wish I might be- 
lieve there are some among us with the 
stature for such recognition, but I am 
afraid the facts of life are agin it. We 
are too shallow rooted a profession, and 
do not have enough of what Vincent 
Sheean calls “a sense of history.” But 
we are young yet; give us time. 

oe 


May 27. Churchill and Roosevelt are 
certainly the greatest team of politicians, 


—————____ 


It is presented in 


statesmen, and world leaders of today. 
They carry responsibilities which one 
might think would bow them down. Yet I 
never see a photograph of either of them 
which does not reveal that comfortable look 
which comes only to a man in whose line 
business is very good. 


May 28. Had a letter from a man who 
has been flirting with me for years about 
doing some advertising for him. But I 
know several people who have tried and 
never succeeded in writing copy to please 
him. Because he keeps waiting for the 
perfect copy, the perfect medium, and the 
perfect set of conditions, he never gets his 
advertising started. President Grant said: 
“The way to resume (specie payments) is 


to resume.” And the way to begin adver- 
tising is to begin. 
“ 


May 29. Poetry is not my dish, and I 
seldom develop a taste for it. But here is 
a verse, found on an old English ale mug, | 
which so exactly describes my condition 
and sentiments that I wish I might have 
had the wit to write it: 


Let the wealthy and great 

Roll in splendour and state 

I envy them not I declare it 
I eat my own lamb 

My own chickens and ham 

I shear my own fleece and I wear it 

I have lawns I have bowers 

I have fruits I have flowers 

The lark is my morning alarmer 
So my jolly boys now 

Here’s God speed the plough 

Long life and success to the farmer 


May 30. Here endeth the fifty-second 
week of the keeping of this diary. It has 
been fun for me to do, has seemed to please 
some readers, and has certainly irritated 
others. Sometimes, as I read it over, I 
sound more critical and cynical than I have 
meant to be. I shall have to reform, and 
dispense more of that treacle to which the 
readers of business papers are accustomed. 


ground service sufficiently extensive 
and economical to be practical for 
those of moderate circumstances; 
and a system of instruction so a 
person can learn to fly without too 
much expense and interference with 
working habits. 


Many Will Revert 


The tremendous expansion of 
plane production capacity is not 
necessarily an absolute index of the 
postwar production capacity for 
peacetime plane “manufacture be- 
cause many factories now engaged 
in their manufacture will revert to 
the manufacture of peacetime mer- 
chandise after war; others are spe- 
cialized for the production of planes 
or plane parts suitable only for war 
use, the survey says. 


ACQUIRES FINANCE FIRM 


Burbank, Cal., June 2.— To help 
finance the sale of postwar planes | 
to the public, Lockheed Aircraft} 
Corporation disclosed this week that | 
it has obtained control, through 
stock purchases, of Pacific Finance 
Corporation of California. 

In a statement of explanation, 
Robert Gross, president of the man- 
ufacturing company, said that while 
all its efforts at present are devoted 


| to building war craft, “‘we must look 
|forward to the day when our in- 
|dustry will have new responsibili- 


ties to the nation’s society and econ- 
omy.” 

Mr. Gross said Lockheed’s hold- 
ings in the finance company will 
amount to $3,750,000, giving it a 
majority interest. 


‘CITES NEED FOR 


PUBLIC RELATIONS 


Austin, Tex., June 1.—Despite the 
stimulation of public interest in air 
transportation engendered by the 
war, the public “is still generally 
ignorant of the development of 
commercial air transportation as a 
whole and of its future potentiali- 
ties,” John H. Frederick, University 
of Texas educator, declares in a 
recently-published report on “Ajir- 
line Public Relations Activities.” 

It is the job of public relations 
people, he concludes, to do more in 


\interpreting the airline industry to' 


the public in the language of its 
own thoughts, habits and personal 
beliefs. 

Mr. Frederick, who is professor of 
transportation in the university’s 
School of Business Administration, 
recalls that until recently public 
relations in the airlines were chiefly 
directed to selling air travel. The 
war has put an end to that necessity. 
He reviews the controversy between 
the Civil Aeronautics Board and 
Chicago & Southern Air Lines over 
advertising expenses and their rela- 
tion to passenger revenues (ADVER- 
TISING AGE, March 8). 


“The CAB has denied that it is 
placing a legal limit on advertising 
and publicity and maintains that it 
estimates included in show-causé 
and other air mail rate orders ar 
not only tentative, but are not t 
be construed as placing legal limi- 
tations on such expenditures,” Mr 
Frederick’s report says. “Strictly 
speaking, the Civil Aeronautics 
Board is correct in this contention 
but the restriction suggested by the 
board places the airlines in such 4 
disadvantageous position that the 
procedure amounts to an absolute 
limitation.” 


A blend 


44 Gorvoa 


DAS WAS NO PEERS 


‘*Just in case the paper situation gets worse !”’ 


of straight whiskies —86 proof 


Jos. S. Finch & Co., Inc., Schenley, Pa 
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PICKS UP THEME 


SEED MONEY 


GENERAL @ ELECTRIC 


General Electric Co. picks up the Mc- 
Graw-Hill “seed money" theme in this 
advertisement in June farm papers, in | 
which it points out the analogy between 
farmers putting aside enough money to 
buy next year's seeds, and businesses 
setting up reserves to convert to peace- | 
time operations. 


United Aircraft | 
News Copy Gets 
High Attention 


New York, June 4,—Capitalizing | 
yn the current curiosity of news-| 
paper readers on the war production | 
activities of American industry, 
United Aircraft, with a news-page 
technique advertisement, attracted 


Cessna Moves to 
Curtail Special 
Edition Rackets 


Wichita, June 1.— Taking the 
initiative to stamp out a practice 
which it says has become a consid- 
erable nuisance to many war indus- 
tries, Cessna Aircraft Company has 
circularized its suppliers to warn 
them against advertising solicita- 
tions by periodicals and newspapers 
for “special editions” purportedly 
sponsored by Cessna. 

Frank O. Nelson, Cessna purchas- 
ing agent, told suppliers that these 
solicitations were completely unau- 
thorized and that the company “has 
consistently refused to furnish lists 
of vendors te be solicited in this 


manner.’ His bulletin concluded | 


with a an... that if any further | 
such solicitations were made that he 
be notified. 


Oppenheim Succeeds 
Pack as Publicity Head 


Charles J. Oppenheim, trade news | 


TWA Elects Nichols 


to Executive Post 
Jack Nichols, member of Congress 


Mr. Nelson said the company’s | editor of WOR, New York, has been| from Oklahoma, has been elected to 


policy would be reiterated at inter- 
vals in future bulletins so that none 
of the Cessna suppliers need be vic- 
timized under the misapprehension 
that the company was sponsoring 
any particular edition. 


Increases Media List 


Packers Tar Soap, Inc., Mystic, 
Conn., has increased its schedule 
for Packers tar soap and shampoo. 
In addition to ten magazines for the 
shampoo and seven for the soap, 
media for both products include The 
American Weekly, This Week Maga- 
zine and the First Three Markets 
Group. 


appointed publicity director of that 
station, succeeding Richard Pack, 


who held that post for the past | 
\three years, and left June 1 to) 


report for induction into the Army. 
Mr. Pack was also a member of 


the WOR planning board and the | 


operating board. Bob Davis will| 
succeed Mr. Oppenheim as trade | 


the vice-presidency of Transconti- 
nental & Western Air, to become 
effective following his resignation 
from Congress in the near future. 
Named to the executive post be- 
| cause of his wide experience in the 
field of commercial aviation, Mr. 
Nichols will make his headquarters 
in Kansas City when he assumes his 


news editor, moving up from the| new duties. 


night desk. 


Hale to Erwin, Wasey 


Brewer Joins KWK 


Dudley Brewer has joined the 


Clarence E. Hale, formerly copy) sales service department of Station 


chief of Ruthrauff & Ryan, San} 
Francisco, has joined the San Fran- | 
cisco office of Erwin, Wasey & Co. 


KWK, St. Louis. He was formerly 
with D'Arcy Advertising Company 
‘and Shell Oil Company. 


* 


THE POWER OF PRESSTIGE 


GUIDES THE HANDS THAT ROCK 77,000 CRADLES 


almost half of the men readers of| Him 


he Evansville Courier, according to} 
a a report released today by the Ad- 
vertising Research Foundation. The | 
1,708-line New York Central Rail-| 
road ad, entitled “Last Night I 
Couldn’t Sleep,” also obtained 
almost the same high score. The} 
rating of the United Aircraft copy | 
was 47% with men, and was higher | 
than the ratings attained by some} 
other pages carrying general news 
and advertising. 

The Evansville Courier report 
(Study No. 60 in The Continuing | 
Study of Newspaper Reading series) 
revealed a return to normal in the| 
eadership of grocery advertise-| 
ments, according to the committee 
n charge of the study, which said: 
‘The A. & P. grocery ads in Scran- 
ton (Study 59) and in Evansville 
lend support to the theory that, as 
the novelty of rationing wears off 
and housewives become more ac- 
customed to manipulating ‘points,’ 
their interest in point-value data 
declines. Both ads contained point 
values for rationed foods. Both were 
nearly the same size. The Scranton 
ad appeared four days after point 


1. SUCH WERE THE unusual requirements set down when The 
Press decided to add still further interest and authority to its 
“Our Children” department. In other words, it wanted to give 
readers a crib-side, blow-by-blow account of the joys and problems 
of raising a baby. 


rationing, whereas over a month 
nad elapsed when the Evansville 


opy was checked. The Scranton | 


ad stopped 80% of the women read- 
ers (double the median) while the 
Evansville ad drew 37%, which 
Would seem to indicate that interest 
nN grocery advertising has returned 


‘o normal. Any announcements, | 
lowever, of new regulations and re- | 


strictions affecting housewives will 
till be read by many women read- 
ers, 
The local advertising included a 
‘arge number of clothing store ads, 
all f which had high readership. 
uing the report, the committee | 
alled attention to the fact that the | 


Evansville study was conducted | 


hortly before Easter, a period of 
igh interest in new clothing. 


SWN iN 
BSSINTA 


PAUL H. RAYMER ., Netone! Seles Representative 


} 


| 


| 


| 


| 


3. AN IMPORTANT PLUS VALUE of this department is the “Cradle 
Roll”. Mothers who register their babies receive, with the compli- 
ments of The Press, regular bulletins on child care that extend right 
through the toddler stage. Since the “Cradle Roll” started, eight 
years ago, more than 77,000 grateful mothers have availed themselv es 


of this helpful service. 
re 


SCRIPPS-HOWARD 


NEWSPAPER 


I ile nc 


2. A CANDIDATE WAS FOUND who filled the bill to a T. Taking 
over the department even before her baby was born, she has carried 
eager readers through every phase of young motherhood. As she 
herself puts it, “I virtually write my column with young Timmy 
sitting in my lap.” 


* * * 


LET CYNICAL MALES scoff all they like. Yet the fact remains that a 
good many more men are reading the women’s pages of the Cleve- 
land newspapers than will openly admit it. 

This is no reflection on the masculinity of Cleveland men. Rather, 
it’s a tribute to the editors of Cleveland’s newspapers. Practicing 
the friendly, intimate type of journalism they’re noted for, they see 
no reason why the women’s pages should be barred to men any 
more than the sports pages should be forbidden territory for women. 

In the case of The Press the high read-through which the entire 
paper receives and the reputation which it enjoys have brought 
forth a new word—Presstige. It means power to do good; power 
to move goods. 

« 
The editor of “Our Children” department says babies are on the march 
in Cleveland. And so is the circulation of The Press. Its larger than 
ever before, and two-thirds of it is home delivered. Put this force behind 
any worth-while idea, product or service, and something is bound 


to happen. 


The Cleveland Press 


“CLEVELAND 15 


A NEWSPAPER MARKET” 
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Norge Organizes Jury 
of Marketing Opinion 


Some 5,000 appliance dealers 
throughout the United States and 
more than 60 major distributors in 
important cities have been organ- 
ized into a Jury of Marketing 
Opinion by the Norge Division of 
Borg-Warner Corporation and will 
supply special information to the 
company in a poll of fact and 


came: 
y of reader response. E 
rill results. “ 
TOOL & DIE JOURNAL 
2402 Fairmount Blvd + Cleveland, Chis 


ae 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


opinion for monthly findings and 
reports on the national marketing 
and economic situation. M. Glenn 
O’Harra, vice-president in charge of 
Norge sales, has just returned from 
a tour of more than 70 cities where 
meetings of distributors and dealers 
were held to inaugurate the plan. 

The survey will seek to obtain 
data regarding new merchandising 
and promotional methods, profitable 
lines for dealers to handle during 
the war, how manufacturers can 
help and what they should do to 
keep dealer organizations intact, 
product design and functions, public 
reactions, postwar preparations, and 
other information vital to business 
and industry. It is felt that the 
findings will be of no less value to 
the dealers by helping them to find 
or increase new profitable opera- 
tions until peace brings greater 
trade opportunities. 

Mr. O’Harra, who describes the 
plan as an “excellent trade and 
wartime economic barometer,” .says 
a growing civilian shortage of elec- 
trical refrigerators, ranges, wash- 
ers and other household appliances 
is creating a tremendous market for 


|after the war and that manufac- 


turers must be prepared to meet it 
immediately. Dealers, he says, are 
insisting that manufacturers get 
into production of civilian appli- 
ances immediately after conversion 
from war weapons is permitted by 


| official Washington. Postwar models, 


he advises, will present some 
new improvements but no radical 
changes. 

ue u * 

In reply to the question, “What 
should be done with government- 
owned surplus plant capacity?’’, on 
a recent “Wake Up America!” radio 
program, Raoul E. Desvernine, at- 
torney and former president, Cruci- 
ble Steel Company of America, 
answered: “Government - owned 
plants should be offered for sale or 
lease to private industry, especially 
in the case of new plants and facili- 
ties with low production costs. This 
will give industry an opportunity to 
absorb employables and produce at 
a low consumer cost. On the other 
hand, such plants and equipment 
that are not utilizable by private 
industry because private industry 
owns facilities adequate to meet 
actual and estimated demands, 
should not be operated by govern- 
ment in competition with industry 
and should be slowly liquidated by 
sale abroad or written off as war 
expense, except in those cases, of 
course, where the government wants 
to preserve special facilities such as 
powder plants, ordnance and muni- 


Fu) 


Why advertising managers 
sheep wear brass hats 


If there is any virtue in wooing sleep by 
counting sheep, let no advertising manager 


have you. Plans for conservation of mate- 
rials, for maintenance education and service 
education. Programs for War Bonds, for 
rationing information. 


As responsibilities broaden, the advertis- 
ing manager’s time for traditional adver- 
tising duties shrinks and shrinks. 

What’s the answer? 

Times that require the advertising man- 
ager to be two, three or six men at once 
demand a special pattern of teamwork. 
Through close relationship with a_ war- 
equipped advertising agency (i.e., one with 


the kind of man power and experience to do 


much more than 
becomes a composite of many men with the 
specialized skills and talents his emergen- 


cies require. 


“space advertising”) he 


Not only for the present, but also for the 
future, such a relationship provides the 
freedom to grow administratively. It holds 


out to business the sound promise that 
the management capacity which advertising 


be surprised when his flock shows up wear- 


ing brass hats. Brass hat problems are what 
make sheep-counting necessary in these times. 


Count one. . 


production drive idea for the labor-manage- 
ment committee. Who'll produce it? The 


advertising manager. 


Count two. . 


wants a program. One that 


ought to keep what’s left of salesmanship 
inspired. Where to find it? The advertising 


manager, of course. 


Count three .. . 


Get the 


facts. 


for presentation. Whose job is that? Whose— 
why, the advertising manager’s. 


Keep counting . . 


. Postwar planning committee 


Needed, a report on com- 
pany qualifications for a special war job. 
Arrange them. Ready them 


. How about that data 
for meetings with WPB, WLB, OPA, or what 


managers are proving under wartime pres- 
sures can be fully realized, postwar. 


IN OUR BOOK: Advertising is more effec- 
tive as advertising managers are more 


infivential in inner-management circles. 


. There’s got to be a new 


ee 


HOW W SMALL LOAN BUSINESS HAS CHANGED 


JANUARY 1941 


REAL ESTATE 
TAXES, REPAIRS 
ETC. 2.9% 


TO PAY OUTSTANDING 
BILLS AND LOANS 
66.3% 


Morris Plan bank. 


JANUARY 1943 


TOTAL AMOUNT LOANED 
59.8 PER CENT LESS 
THAN IN JANUARY 194) 


REAL ESTATE 
= RERAIRS 


The compile change in the well loan business, as reported by one large 
The chart is from Consumer Credit, published by Consume, 
Banking Institute, Washington, D. C. 


tion plants and the like, for future 
eventualities. The prime objective 
of any plan must be to remove the 
threat of competition by govern- 
ment with private industry.” 

TK ae 


On the same program, William R. 
Yendall, president, Richards - Wil- 
cox, Canadian Company, Ltd., 
answered the question, “Will adver- 
tising and sales promotion continue 


will work. It 


OSS 


71 VANDERBILT AVENUE- NEW YORK 
1501 EUCLID AVENUE~- CLEVELAND 


Futter 


as a key factor in the distribution 
of goods and services (in the post- 
war period) ?”, as follows: “‘Twenty- 
five per cent, I think, is a fair esti- 
mate of the quantity of goods and 
services sold to persons who a week | 
before had no intention of acquir-| 
ing them. Demand is created by | 
presenting to consumers something | 
attractive or useful which they | 
would rather have than money. Full 
postwar employment will depend, 
as in the past, to some considerable 
extent on judicious advertising.” 
ms ca ue 


That the steel industry has plenty | 
to think about in its postwar plan- 
ning is indicated in a statement con- 
cerning the industry’s expanded 
|capacity made by Walter S. Tower, 
| president, American Iron & Steel 
Institute, at its recent annual meet- 
ing. Completion of the present war | 
expansion program, he said, will| 
| leave the industry with an annual 
;capacity of 95,000,000 tons, or an 
|increase of almost 15,000,000 doves | 
|} since 1940. The output in non-war 
years seldom exceeds 75% of the 
|industry’s capacity, according to Mr 
|Tower, with the average  being| 
nearer 60%. The biggest peacetime 
market absorbed less than 45,000,000 | 

tons of finished rolled products in 
forms which go to consumers, 
| whereas the postwar capacity mut | 
hy~ products will be about | 
| 
| 


65,000,000 tons. 
or cd 

The trend in air transports after 
|the war will be to a 45- or 60-seat 
luxury plane for day service, and 
| Sleeping 40 passengers at night, 
"according to E. Lee Talman, execu- 
|tive vice - president, Transconti- 
nental & Western Air, Inc. The New 
| York-London crossing, he says, will 
| be done in about eight hours, 
| + ae a 


Manufacturers of plumbing equip- 


| ment also have something to think 
‘about in the way of postwar com-| 
petition, it would seem from a 
report that a bath tub has 
built using wood veneer and plastic 
bonding sheets with the advantages | 
of greater warmth to the touch and | 
much less weight than the usual | 


j}a furniture manufacturer 


might | 


enter the plumbing goods field after | 


the war. 


x we % 


Fear that some of the crystal ball | 
advertising by | 


postwar planning 
building materials manufacturers 
may have adverse effect on the 
building industry is expressed in a 
recent issue of “The Red Letter of | 
the Building Market” of the pub- 
lisher of Practical Building and 
Building Supply News. “Millions 
of people are being convinced,” it 
says, 
kind of homes the building industry 
is in a position to provide now, but 
should wait for the $2,500 revolu- 
tionary home which will be offered 
the day after the war ends. This 


situation wouldn’t be bad at all if! 


such a home actually would be 
available. But it simply will not 
be. . . We believe in progress, bu‘ 
we do not believe in standing by 


and seeing our market killed until | 


been | 


| cast iron or pressed steel tub. Thus | 


“that they should not buy the} 


— 


the ultimate in progress has been 
reached. Let’s start talking to the 
public about improvements, but let's 
also scotch the talk about revolu- 
tions.” 


ok ae a 
“Wartime Facts and _ Postwar 
Problems” is the title of a new 


‘Launched via KSO0, 
Coffee Stretcher 


Wins lowa Market 


. Reports JAY E. TONE, 
President of Tone Bros. 


Three months ago, Tone's 
Timely Coffee-Saver was little 
more than an idea. 


Today, through hundreds of 
stores in Des Moines and Iowa, 
it is a steady seller. 


“As a wartime product, our 
Coffee-Saver serves a market 
that may exist only for the dur- 
ation, so we wanted to see !' 
gain distribution as rapidly as 
possible,” reports Jay Tone. 


“Because of previous exper! 
ence with radio on Tone’s Pres 
sure-Pack Coffee, we let KSO 
carry the ball for this new 
product. 


“We have been on the air less 


than three months—and we ar« 


hard-put to keep up with order 
—so both our product and our 
KSO advertising are makin¢ 
| good.” 


BASIC BLUE 
AND MUTUAL 


B® DES MOINES 


Affiliated with Des Moines Register & Tribur’ 
Represented by The Katz Agency 


June 7,1 
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manual being issued by The Twen- 
tieth Century Fund reporting the 
results of a survey among reliable 
sources On what the public wants 
after the war in the fields of inter- 
national relations, industry and 
business, transportation, finance, 
agriculture, labor, public works and 
yrban development, housing, health, 
education and economic security. 


* * * 


Aluminum Company of America 
received definite reaction to its 
“[magineering” advertising cam- 
paign in a letter from Peter Pirsch, 
builder of fire engines in Kenosha, 
Wis., which read: 

“Suppose that Al Smith was 
hemmed in by a fire in his top floor 
office of the Empire State building 
with no way to escape except to 
jump out of a window—no fireman 


at 


Publications Merge 


Effective with the June _ issue, 
Cleaning and Laundry World and 
National Laundry Journal, New 
York, will be combined as Cleaning 
and Laundry World including Na- 
tional Laundry Journal. M. O. Hag- 
gerty, publisher of National Laun- 
dry Journal, will be general man- 
ager and vice-president, and Samuel 
G. Krivit, publisher of Cleaning and 
Laundry World, will be publisher 
of the new combination and con- 
tinue as president of Cahir Pub- 
lishing Company. 


Allen Elected V. P. 


Christy T. Allen has been elected 
a vice-president of A. C. Nielsen 
Company, New York, marketing 


research organization. 


Urges Campaign 
to Build Postwar 
Ice Cream Market 


London, May 11.—To break down 
public resistance and “unfreeze” the 
ice cream market after the war, A. 
Facchino, chairman of the Midland 
section of the Ice Cream Associa- 
tion, recently suggested that the in- 
dustry engage in a consistent ad- 
vertising and publicity campaign. 

Few products have disappeared so 
completely from the daily life of the 
British public as ice cream, whose 
manufacturing has been banned for 
more than a year. The product has 
never been advertised extensively, 
with the trade in prewar days de- 
pending upon an annual exhibition, 


| promotion to retailers, bicycle street et | in uniting the associations repre- 


|sellers, etc., to stimulate sufficient | 
sales. 
Mr. Facchino, writing in _ Ice 


|Cream Manufacture, official organ 


of the Ice Cream Association, con- 
tends that a big segment of the pub- 
lic regards this health food as of 
trifling importance and that even 
some nutrition experts know little 
about the food value of ice cream. 
He urges education of the public, 
medical profession, nutrition ex- 
perts and public health authorities 
through advertising in daily news- 
papers, association literature, tie- 
ups with official drives of the pre- 
war “Drink More Milk” kind, and 
cooperation with such groups as the 
Society of Dairy Technology. The 
soundest basis for such a campaign, 
he says, would be the formation of 
a public relations committee to aid 


senting ice cream manufacturers, 
| distributors and retailers. 


Parents’ Employes Adopt 
Group Health Plan 


One hundred fifty-two employes 
and dependents of Parents’ Insti- 
tute, New York, have enrolled in 
the new medical and surgical care 
plan of Group Health Cooperative, 
New York. 

One-half of the premium for each 
employe will be paid by Parents’ 
Institute, with all dependents of 
employe subscribers eligible for 
enrollment. The plan provides doc- 
tors’ services for all hospitalized 
illness, medical, surgical or mater- 
nity, in addition to surgical and ma- 
ternity care at home or in the doc- 
tor’s office. 


able to get near him, no water 
pecause the hose in the rack is 
purned, or the standpipe and eleva- 
or wrecked by bombs or explosions, 


or frozen. 
“Would a helicopter fire engine, : ITI "TE ee ee eee _—~ 
aE bs ev / ewe: eke ea ae” 5, SE OE ee 28 eae ‘oe Se eg ree Maen sie 24, 
with a first aid water tank of 100 As emer ; + ae eee fe Me nh” ad ; ae ; 
& > 4 


gallons and other fire extinguishing 
ynits aboard, be welcome up there 
at the window to put out the fire, 
or rescue Al... .? That, I am con- 
vinced, is the future fire engine... 
and we want to have the first one 
when aluminum and magnesium are 
available again for that purpose.” 
That, perhaps, is the first specific 
postwar product story to be pub- 
lished, and it appeared originally in 
“Aluminum News-Letter.” 


* % * 


THIS “GUIDE” 1S HELPING 
- THOUSANDS OF ADVERTISING 


ares none 


Most of the postwar planning you hae dt abe Sa 
hear and read about these days is Bo... ORD a entra 
pointed toward getting more busi- | 
ness into the plant when wartime | 
production starts to wilt. Ilg Elec- | 
trie Ventilating Company, Chicago, | 
no doubt is interested in that angle | 
too, but it is not overlooking the | 
opportunity to get first crack at new | 
developments which will help it do| 
its job better and more economi- 
cally. With that in mind, the fol-| 
lowing letter was addressed to all | 
f its suppliers, customers and busi- | 
ness contacts: 

Gentlemen: | 


ye 3 a 


1 Explain war-time advertising to 


war-timecustomer-relations problems. 
company heads. 


5 Demonstrate the need for current 
field work, upon which war-time ad- 
vertising must be based to be most 
fruitful. 


2 Show how war-time advertising 
conserves manpower. 


3 Establish the importance of good 6 ; . 
advertising men today. Explain who reads business 
papers, and why; and what those 
fundamentals mean to business paper 


4 Show how others are using adver- 
advertisers. 


tising to help solve a wide variety of 


AD MEN, SALES EXECUTIVES, | ne 
CALL THE “GUIDE” ; i. 
A “THINK-STARTER” a 


Two years ago I would never have 
sritten this letter! 

At that time you and I were occu- 
pying Seats across the desk, you as 
supplier, IT as purchaser and a sale}! 
was concluded after my specifications 
vere met at a satisfactory price and 
lelivery promise, 
Since that time, however, we've all} 
earned many lessons in closer co- 
peration until today we stand shoul- | 
ler to shoulder in our efforts to get 
var goods for Uncle Sam. And it is 
y belief that these lessons learned 


BUT ONLY 2 OUT OF 5 “GUIDE” 


According to the sample interviewed in 


OWNERS MAKE FULL USE OF IT 


out of each five use it to help. solve up 
to 6 important problems! 

Perhaps you can profit by re-reading 
it. No? Just check your recollection of 
its contents against the samples listed 
below. (We were surprised, too!) 


The whole answer for you prob- 
ably will not be found in the 
"Guide". But if your problem is 
at all related to any of the topics 
discussed and demonstrated in - 


a recent coast-to-coast investigation, only 
about 2,300 of the 5,650 advertising 
men who have sent for the “Guide” 


are 
using it for more than 1 purpose. Two 


I k. ar =. ay eee of pro- | the "Guide", the chances are it 
edure to follow in the peace to come. ; "think- 

Right now, as you can see from | be EM EM B ER T H ES E ? will sve & S valuable think ; 
this letterhead, we have set up a full- starter" that will help put you on bo 
fledged postwar planning department | th t il f tisf t | ti 

) function until peace comes. There * "On tde” . " e trail of a saristactory solution. P 
il Gans Ge” Ga a tome Here are a few of the many useful topics in the “Guide” and its three Supplements: ? 


onth until the war ends, 
that day arrives, 
vant to be ready 


but when | 
our companies will | 
to step with full) 


tride into peacetime activities. 


At the very least, the "Guide" 


How to make advertising se// . . f. 
can help you get across to Man- Riot 


How to spike a false rumor 


. with no 2 to sell PAGES 178-9 


186-7 


As you may have read in leading How to persuade distributors to do some inconvenient at thidngs . ae ae es agement a clear picture of the et 
‘rade journals, it is estimated that i isi 
\merican industry has packed ten How to sell the ingenuity of your company os aes te oe many things advertising can do ; 
vr ec ae names a gps engin How to do field work that produces the most effective copy steded . - « 194-5 to help solve war-time customer- ’ 
f inte naive labor. Undoubtedly, you How to get started converting to war-useful advertising Poe: ae relations problems, help speed § 
ive made considerable improvemen H pene a 
your line... and perhaps you are How to make ‘‘Centennial-Minded”’ executives enthusiastic over war-useful war production, help meet man- j i 
m considering other developments. advertising ca 3 PL , ee 54-5 power shortages, and help build 
le surpose oO his e er s oO n- - 
form you that we are and shall be How to produce tngible oxidance that y yn war-time abvestisiag | is worth- a sound foundation for future $ 
re banal ak Gob atoene ‘Gee deat while . 30-31 ; 36-37 business. e 
your customers to whom you sub- How to advertise NOW See POST. WAR hhedai 58 to G3, 1 1 . ' “ 
it new developments ... that we 3, 59, 91 If you have not as yet received & 
hall be willing to counsel with you Who reads business papers, and why? (A oe for nave Auditors f the "Guide" and <a s 
nd give you the benefit of our ex- and Treasurers ) ta 8, 9, 10 your copy of the uide a % ; G 
‘rience and advice on contemplated 3 : ; : 
provements. In summary, we wish How to make full use of the advertising man’s skill St ke ee oS See its three Supplements, the cou- j “ 
tinue the cooperative spirit of pon below will facilitate your 
‘ar days into postwar planning for d It’ f 
" benefits. “a “a order. $ tree. 
ae TWO MORE “WAR ALBUMS 


) disposed, we would like to 
‘ear from you regarding your post- 
‘ar plans and your reactions to this 
'oposal for continued cooperative ac- 


] AN ADVERTISING MANAGER’S OWN 
“WAR ALBUM” 


“We No Longer Need To Advertise . . .” 
A good answer to the question: “Why ad- 
vertise when there's nothing to sell ?”’ 


2 SPECIAL REPORT TO CONSUMER- 
GOODS MANUFACTURERS 


“How You Can Help Your Retailers Solve 
Their War-Time Problems!” This A.B.P. 
study shows, by example, how consumer- 

oods manufacturers are helping themselves 
by helping their retailers. 


Sincerely 
Ilg Electric 
Hallsteen 


yours, 
Ventilating Co 


ALL 3 ARE FREE...WHILE THEY LAST! 


THE 


WH 
AH 


| ASSOCIATED BUSINESS PAPERS 
kkk oe *@ & ol Dept. 18, 205 East 42nd Street, New York City 


Please send me, without obligation, my free copies of the 


+ 4 ver ‘a , 
" A.B.P. "WAR ALBUMS” checked below. 
Largest audience» 


* 
* 
® 
k. . 2 ae 1 An Advertising ; hacoanetag m4 .- Guide to 
. ; ee Man r’ w onsumer - ive War-Ti 
* in the business field In | = 7 | “an Aen” p ret mete ives date™ 
» (387,26, all net paid) | THE ASSOCIATED BUSINESS PAPERS aa 
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ADVERTISING AGE 


Providence Women’s Club 
Elects Officers 


Mrs. M. Brown Bloek has been 
elected president of the Women’s 
Advertising Club of Providence. 
Other officers elected were Margaret 
R. Higgins, vice-president; Lillian 
T. Brule, corresponding secretary; 
Emma Miller, recording secretary; 
and Edith Appleby, treasurer. 


Joins Julian Gross 


Leonard R. Schoenfeld has joined 
Julian Gross Advertising Agency, 
Hartford, as vice-president and ac- 
count executive. He was previously 
with F. W. Prelle Company and in 
the advertising department of the 
Hartford Courant. 


STRIPS FOR 
ACTIONI 


For ELEVEN YEARS we have 
specialized in the production 
of agen nas | strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 


155 East 44 Street, New York City 
MUrray Hill 2-6236 


Asks Summary 
Judgment Against 
Associated Press 


New York, June 1.—The govern- 
ment last week made a determined 
effort to place Associated Press 
services at the disposal of any news- 
paper willing to shoulder a propor- 
tionate share of news gathering 
expenses, by asking the federal dis- 
trict court here for a summary 
judgment against AP without taking 
oral testimony of witnesses in open 
court trial. 

Although the move for summary 
judgment has been previously used 
in other types of civil action, Justice 
Department officials claim it never 
before was employed under the 
Sherman Act. The present motion 
was made in a civil suit pending 
before a special three-judge court. 
The government seeks to wrest an 
injunction which would require AP 
to open its roster to all newspapers 
willing to contribute to its upkeep. 

The press service has been given 
until June 21 to file affidavits oppos- 
ing the request for summary judg- 
ment and on the same date the gov- 
ernment must file its brief on the 
law involved, Hearing on the mo- 
tion in open court was set for July 
8 after the court directed cdunsél 
for AP to file its law brief July 6. 

In addition to the motion asking 


AP to open its membership, the 
government also asked for nullifica- 
tion of the organization’s by-law 
prohibiting a member newspaper 
from furnishing to any one not a 
member the news which it is re- 
quired to supply AP; preventing AP 
from entering into any agreement 
under which it would obtain exclu- 
sive right to the news report of any 
association, mewspaper or indi- 
vidual; cancellation of the existing 
agreement between AP and the 
Canadian press; and nullification of 
AP’s acquisition of stock in Wide 
World Photos. 


Sperry Appoints LaFond 
Public Relations Head 


Richard D. LaFond, formerly sales 
promotion manager of Dresser Mfg. 
Company, Bradford, Pa., has been 
appointed director of public rela- 
tions of Sperry Products, Hoboken, 
N. J. 

Mr. LaFond will direct all adver- 
tising, publicity and employe-morale 
activities for the company, in addi- 
tion to inaugurating an enlarged 
customer-relations program. 


Mrs. Ross to ‘Mirror’ 
Florence Ross, formerly research 
director of Department Store Econ- 
omist, has joined the local staff of 
the New York Mirror. Mrs. Ross 
was on the display staff of the Los 


Angeles Times for six years. 


CAN Wer not another like it! 


Probably the most famous of all American 
fighting units in World War I was the 
Forty-second, or Rainbow Division. Its 
name and insignia was derived from the 
fact that it drew its personnel from practi- 
cally every state in the Nation, as well as the 
District of Columbia. The Rainbow Division 
had a distinguished record of service from 
1917 to 1919, in the course of which it 
suffered almost 14,000 casualties. Follow- 
ing the armistice, the division acted as part 
of the Army of Occupation. As this is writ- 
ten, the Rainbow Division is being reconsti- 


tradition 


tuted, and young men from every part of our 


land are joining together to carry on, once 
more, the glorious traditions of their fathers. 


Traditions have played an important role in 
the more than 18 years of service which 
WTIC has rendered to Southern New Eng- 
land. On the other hand, faithfulness to 


has not been practiced at the 


expense of progress. It is, perhaps, this 
happy combination which has gained—and 
held—for WTIC, the respect and attention 
of a vast audience of intelligent and well-to- 
do New Englanders. This respect and atten- 
tion enables us to remind advertisers that— 
for quick and wholesome response to your 
sales message— 


There’ 


§ not another like it! 


presented by WEED & COMPANY, New York, Boston, 
| Chicago, Detroit, Son Francisco and Hollywood 


HELPS SCOUTS Bacal FARMERS 


TO EVERY MOTHER AND FATHER 


OF A TEEN-AGE BOY 


Becouse the current food ond term leber shertege m © serious threat te Amerce + 


. 19 encovreging porents of teen-oge boys to 
hove thew youngsters join the Scouts end perticipete in thes patriot food phon! 


June 7, 1943 


one summer ames mn Boy 


F 
to the food-praduetion plan end recruit new 
wmibers' 


An Opportunity for Your Boy 
i) he wet @ Scout, thunk of whet membership would 
wen to hum. He would have fun—enjoy constructive 


ston and outdoor lite — and. the the tremnine 

chills and apportunitves id by the Scout Program 
be able to serve hee country 

hey * planted and hervested w sthen the next tem months 

ven senine whan eullians of Amaviaans aif ext ox: 

That's why H. J. Heing Company wants to give 

the yy A plen tor farm help afl the support 0 can 


Mow The Scout Pilon Is Working 
Besides benetcing trom healt constructive Scout 
mond 0 and behing dusoniag haw 00 bo 
a leader « —be will be helping tw relieve 
the labor avuge on Ge eattents farms 


* 


Philedelphie Scour, under the mudance of the National N 
Pe on Sue he: Pe ed anan on dens to 
q 


he me 
sedual Secours. ie ror 
Anniston, Alebeme ny ” Des ” Saleen lowe older 
Secours 


€ attending Scout operated Larm schools, learn: 
ing to drive treetors end handle other farm implements 


should contact the nearest Boy Scout Trowp for specific sntormation 


} 
CONTRIBUTED TO THE BOY SCOUTS OF AMERICA 
BY H. J. HEINZ COMPANY 

| 
] 


ineters of the tomens teion GF) vorionce 


H. J. Heinz Co. broke this newspaver advertisement in 350 markets as part of 
@ program to back the Boy Scouts in their effort to supply additional help to the 


nations farms this summer. 


newspapers June 6; one-third page in 


Supplementing the black and white copy, which is in 
1,000 and 640-line sizes are one-third page 


in the Metropolitan Sunday 
Puck—the Comic Weekly, June 13, and 


spreads in July issues of Country Gentleman and Farm Journal and Farmer's Wife. 


Maxon, Inc., 


is the agency. 


Joins BSF&D 


Zygmunt Karchevski has _ been 
appointed an art director in the 
Detroit office of Brooke, Smith, 
French & Dorrance. He will super- 
vise creative work on a group of 
major industrial and general ac- 
counts. 


Murray Elected Chairman 


William J. Murray Jr., president 
of McKesson & Robbins, New York, 
has been elected chairman of the 
board of Allied Liquor Industries, 
and Stanley Baar, director of public 
information of Allied, has _ been 
named executive director. 


———7 
ey 2 
JSLECTRICAL 


su 


and VERTICALLY 
JSQUIPMENT 


Offers Total Coverage 


The importance of ELECTRICAL 
EQUIPMENT’S 31,038 (C.C.A.) read- 
ers is not alone in the size of the 
‘otal, the largest in the electrical field. 
ven more important, is the Total 
Coverage for which that figure stands, 
As the only new-product monthly in 
its classification, ELECTRICAL 
EQUIPMENT is the only one under 
uny heading reaching, vertically, the 
entire electrical and electronic manu- 
,acturing industries PLUS. horizon- 
tally in all other industrial fields, the 
men who specify, buy, install, use, 
maintain, design and manufacture 
electrical products. 
What we mean by 
Horizontal Coverage: 
ELECTRICAL EQUIPMENT’S ecir- 
culation cuts horizontally across all 
essential industries using electrical 
products, reaching the executives 
and department heads responsible 
for the selection, operation, installa- 
tion and maintenance of such prod. 
ucts. The industries thus covered in- 
clude the extractive industries, such 
as electrified mines, mills, smelters, 
ete.; petroleum; transportation 
(railroad and _ shipping); steel; 
metal working; textile; aviation; 
chemical, etc. 


What we mean by 
Vertical Coverage: 


ELECTRICAL EQUIPMENT covers 
all branches of the electrical indus- 


try—right straight through it from 
top to bottom. This means that its 
readers are the business and tech 
nical executives and department 
heads responsible for the generation. 
transmission, distribution, and appli: 
cation of electrical energy; the de- 
sign and manufacture of electrical 
and electronic products and elec 
trically operated equipment. 


For detailed circulation analysis. s¢¢ 
listing under the EE mark in class 
fication 39 of Standard Rate & Data. 
or write for latest C.C.A, statement. 


The factual nature of ELECTRICAL 
EQUIPMENT’S text is also outlined 
under the “EE” in Standard Rate & 
Data. The emphasis on news of new 
products, materials and services . - 
the format which assures every adver 
tisement next-to-reading position 

the sustained reader response . . . the 
continuous check-ups made to pre-er’e 
the vitality of the list . . . all these 
factors make ELECTRICAL EQUIP: 
MENT a character-circulation buy for 
advertisers. 


Since ELECTRICAL EQUIPMENT? 
first issue in October, 1941, its adver 
tising volume has grown from 57 unit 
in the first issue to 250 units in the 
April, 1943 issue, a growth based 0” 


the phenomenal degree of reader ' 


sponse. 


Reach the active buyers throug’ 


F Suncrricat ‘SQUIPMENT 


Published by . 


SUTTON PUBLISHING CO. 
- 60 EAST 42ND STREET, NEW YORK 
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Flashes Green 
Light for Making 
Home Dehydrators 


New York, June 1.—When many 
of the nation’s Victory gardeners 
narvest their crops this year, they 
will have the added satisfaction of 
dehydrating them at home, now that 
the War Production Board has re- 
jaxed its grip on enough critical 
materials to facilitate the manufac- 
ture of 100,000 domestic dehydrators 
which will probably be sold to the 
public under some form of ration- 


~~ reported in ADVERTISING AGE 
May 3, this latest development is 
causing additional signs of anguish 
on the part of commercial manu- 
facturers of dehydrators who dislike 
having producers of home units use 
some of their critically needed ma- 
terials. It is likewise displeasing to 
producers of dehydrated foods, who 
do not fear the home competition 
as much as they fear poor results, 
with a consequent black eye for the 
entire industry. 

One of the reasons advanced for 
the WPB action was that it is easier 
to learn how to dehydrate food than 
to learn the gentle art of canning. 
in addition, the dehydrated product 
will keep well for a period of at 
least eight years when put in a 
moisture resistant bag or jar. 

Towns and hamlets all over the 
country are clamoring for home de- 
hydrators, but the dearth of mate- 
rials has necessitated keeping pro- 
duction down to the stipulated 
100,000. According to experts, how- 


ever, each dehydrator will be 
capable of working in_ several 
homes. ’ 


In Danbury, Conn., a group of 
citizens headed by George Howell, 
chairman of the Danbury Defense 
Council, searched out a dehydrator 
model at the University of Nebraska 
and turned it over to the Danbury 
State Trade School where ambitious 
students have built and wired 500 
dehydrators for townspeople. 


OPENS NEW PLANT 
FOR DEHYDRATORS 


Houston, Tex., June 1.—With a 
branch plant operating at Brooklyn 
on its new war baby—a home dehy- 
drator that retails at $5.95 in lead- 
ing department stores and other re- 
tail outlets—Lansdowne & Moody 
stepped up production this week 
and planned national advertising of 
the unit. 

The company has been hard hit 
by material shortages in its usual 
line, attic ventilating equipment, 
but believes it has a real “find” in 
the economical unit developed in 
connection with Texas A&M Col- 
lege. It uses Celotex canvas—and 
the consumer’s own table lamp. In- 
stant consumer demand met intro- 
duction of the vegetable and fruit 
dehydrators by Montgomery Ward 
& Co., Sears, Roebuck & Co., Foley 
Bros., Walgreen drug stores and 
other Houston outlets. 

Three Houston shops were soon 
making the unit to the tune of 1,000 
dehydrators daily. The second plant 
in Brooklyn will have a manufac- 
turing capacity larger than the 
1,000 units per day in the Houston 
shops. 

Gimbel’s stores in New York, 
Philadelphia, Pittsburgh and Mil- 
waukee were first to break in the 
East and Midwest with newspaper 
advertisements on the new home 
appliance April 29. Other nation- 
ally-known stores have placed con- 
tracts for thousands of the units. 

M. F. Todd, co-partner with G. U. 
Lansdowne on the Victory model 
home dehydrator, plans national 
advertising of the product. Up until 
now, advertising has been confined 
to newspapers by the stores featur- 
ing the item. 

_ The home model dehydrator was 
“eveloped as a war emergency; but 


ee 


we can now see that it is here to 
stay,” he said. “It will prove to be 
a better food price stabilizer than 
OPA or any other government-in- 
spired rule or regulation. People 
are going to respond to any item 
that stretches their ration points or 
gives them point-free foods the year 
around,” 


ESTATE OFFERS KIT 

Hamilton, O., June 1.—The Estate 
Stove Company mailed its dealers 
circulars announcing the new Estate 
oven dehydrating kit and telling 
them that production is in full swing 
and that shipments will start early 
this month. 

Retail prices, subject to OPA ap- 
proval, will be $1.85 per kit, with 
extra protective containers selling at 
40c per dozen. The “merchandising 
scoop” for Estate dealers, as de- 


scribed by the company, is com- 
prised of two wooden frames, two 
covers, protective container in which 
the foeds may be packed, and a 
booklet of directions. Dealers are 
urged to set up displays in windows 
and to use small-space advertise- 
ments telling how foods may be de- 
hydrated in the gas range oven. 

Company executives believe the 
new Estate item will help maintain 
the company name during war time, 
when the firm is busy filling orders 
for the armed forces. 


‘Journal’ Names Parker 


William S. Parker has been ap- 
pointed national advertising man- 
ager of the Journal, Knoxville, 
Tenn. He has been advertising 
manager of the Herald, Anderson, 
Ind., for the past 10 years. 


Reelected Club President 


Madeline Boccia of the Fort 
Massac Chair Company, Cleveland, 
has been reelected president of the 
Women’s Advertising Club of Cleve- 
land. Cora Geiger Newald, Lang, 
Fisher & Stashower was elected 
vice - president; Betty Kenney, 
Adams Paint Company, recording 
secretary; Eleanora Koenig, Union 
Paper & Twine Co., corresponding 
secretary, and Hope Johnson, Stauf- 
fer Corporation, treasurer. 


Woodell Leaves WEAF 
Shirley F. Woodell has resigned 
as public relations manager of Sta- 
tion WEAF, New York, to join the 
foreign department of McCann - 
Erickson, New York, as an account 
executive. Mr. Woodell became 
associated with WEAF in 1940. 


Gets Store Account 


McCann-Erickson, San Francisco, 
has been named advertising counsel 
by Hale Bros. Stores, Inc., San 
Francisco, Oakland, Sacramento and 
San Jose. A radio program 
inaugurated June 1 was announced 
with full-page newspaper advertise- 
ments and an outdoor showing in 
the San Francisco Bay region. The 
full-hour program, entitled “Hour 
of Melody,” is aired seven nights a 
week over Station KSFO, San Fran- 
cisco. 


Tracy Elected Chairman 

William B. Tracy, formerly office 
manager with Benton & Bowles, 
New York, has been elected chair- 
man of the board and general man- 
ager of Saccone, Speed & Jenney, 
New York, liquor importer. 
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ADVERTISING AGE 


June 7, 1943 


G. Washington Coffee 
Elects New Officers 


Following formal ratification of 
acquisition of the G. Washington 
Coffee Company by American Home 
Products Corporation, Clarence 
Mark, vice-president and general 
manager of the former, was elected 
president. Henry W. Roden, presi- 
dent of Harold H. Clapp, Inc., sub- 
sidiary of American Home Products, 
was elected chairman of the board. 

Other officers elected were Walter 
F. Silbersack, George Egger, Paul 
Campbell, vice-presidents; Robert 
Washington, vice-president and 
assistant treasurer; Herbert E. 
Carnes, treasurer; Harry Coover, 
assistant vice-president; Knox Ide, 
secretary; and Ida Burgoyne, assist- 
ant secretary. The new directors of 
the company are Messrs. Mark, 
Roden, Silbersack, Egger and R. B. 
Thomas, an official of Harold H. 
Clapp, Inc. 


Appoints Agency 

Standard Accident Insurance 
Company, Detroit, has appointed 
MacManus, John & Adams, Detroit, 
as advertising counsel. Initial ad- 
vertising will appear in July pub- 
poations. 


Keystone Web Names 
Contest Winner 

Keystone Broadcasting System, 
New York, has announced F. E. 
Mayhew of Station KASA, Elk City, 
Okla., as winner in its contest for 
one episode for “Sunrise Salute,” 
early morning program of the sus- 
taining shows furnished by KBS to 
its affiliates. 

The winning script and others 
selected as having merit will be 
heard over the Keystone stations 
the week of June 27. Michael M. 
Sillerman, president, has announced 
that another contest will be held in 
the fall, and will again be open to 
staff members of its affiliates. 


U. S. Plywood Names 
Lowell Ad Manager 


Richard S. Lowell, formerly east- 
ern sales promotion manager and 
assistant division manager of the 
bakery and corn products depart- 
ment of Anheuser-Busch, New 
York, has been appointed advertis- 
ing manager of United States Ply- 
wood Corporation, New York. 

Mr. Lowell was previously an 
account executive with Williams & 


Saylor, New York. 
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CUE’ CATCHERS 
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JUST A HORSE SHOE NAIL! 


j 
' 
' 


ITH the draft biting deeper and deeper into organization efficiency, 
with production costs becoming burdensome, and with the urgency 


| for zip and spirit intensified by competition with daily war news, the use of 
EYE*CATCHERS in advertising becomes as essential as the proverbial 


horse-shoe nail. 


| Photo films are getting high and harder to find; good bulb squeesers are 


| fewer and farther apart; 


many photog 


‘mic models are firing Garands; yet 


EVE*CATCHERS solve all of these problems for VOU. 


'The same explosive, block busting ideas; 


stunts; the same sparkling 


| You need EYE*CATCHERS now. 


| 


photography : the 
Membership. (We are hanging onto the 


the same stop-see advertising 
Same Low $5-per-month 
five point price as long as possible). 


See for yourself the inspirational, cre- 
| ative possibilities of this Aladdin-like service that helps you to produce out- 
| standing layouts without the standing expense of a retinue of prima donnas. 


THERE’S HARDLY AN AD IN THE CURRENT MAGS, WE COULD 
NOT DUPLICATE IN THE EYE*CATCHER FILES IN FIVE MINUTES. 


for any line 


No obligation 


of business 


EYE’ CATCHERS. Inc. 


FREE!! BOOK OF LAYOUT SUGGESTIONS 


Clip this coupon and we will send you FREE our new 
book of Layout Suggestions chuck full of good ideas 


FREE to ad execs only 


10 E. 38th St. 
NEW YORK 


Nie. 


| Getting Personal 


June Judy Langworthy is a new addition to the household of Norval 
Langworthy, v.p. of L. W. Ramsey Co., Chicago. She’s five months 
old, and was the family’s choice at Evanston’s famous Cradle. In an 
illustrated announcement of her arrival she introduces herself and the 
members of her newly-acquired family. . . 

George R. Nelson, partner of Leighton & Nelson, Schenectady agency, 
produced a 2nd War Loan campaign show in which the five Schenec- 
tady radio stations joined for a broadcast and stage show in a local 
theater. .. The heroism of Lt. Robert McClung, formerly in the adv. 
dept. of the Cincinnati Post, was 
told in a dispatch from a fighter 
base in India. The flyer was one 
of a group of Americans in 
Burma who volunteered to carry 
1,000-pound bombs in planes de- 
signed for 500 pounders, in order 
to destroy an enemy railroad 
bridge which the lighter trouble 
makers had failed to finish off. 
The group’s experiment was a 
success. . . 

Dorothy Lewis, coordinator of 
listener activity for the National 
Association of Broadcasters, has 
traveled thousands of miles and 
visited hundreds of cities without 
having been late for an appoint- 
ment in the past three years. She 
upheld this record recently by ar- 
riving in Ithaca a few hours be- 
fore the birth of her first grand- 
child. . . 

Ivan H. Peterman, Philadelphia 
Inquirer war correspondent now 
in Africa, will be the recipient of 
the Poor Richard Club’s silver 
medal for distinguished service, 
Peter Schauble, club president, 
has announced. The presentation 
will be made at a dinner in Pe- 
terman’s honor when he returns to Philadelphia. . . 

A 210-acre estate on top of Germond Hill in Millbrook, N. Y., one 
of the oldest properties in Dutchess County, has been acquired by 
Clifford A. Ross of the Ross Federal Research Corp. The estate has 
been deeded but three times since it was first granted by Queen Anne. 

Irwin A. Vladimir, pres. of the agency bearing his name, has departed 
from Miami via Pan-American plane for an extensive three-month trip 
around South America. Object of the present trip is to discuss with 
representatives of the agency’s clients recent developments as they 
affect merchandising and advertising in the Latin American countries. 
In 1941 Mr. Vladimir traveled more than 25,000 miles, visiting every 
principal country in South America. . . 

A three-act play entitled “A Waac in Algiers,” has been written 
by Lee M. Rousseau, acct. exec. with Roy S. Durstine, Inc., New York. 
Scheduled for early fall opening, the play deals with life and intrigue 
in Algiers after the Allies’ victory in Tunisia. . . Bill Carr, associate 
advertising manager of Time, is feeling a lot better now that his family 
has joined him in New York. They were delayed by an epidemic of 
children’s diseases in Highland Park, IIl.. . 

Everett A. Holman, founder of Associated Weekly, has retired at the 
youthful age of 55, and is living on his Santa Cruz Mountain farm at 
Ben Lomond, Cal. Son of B. M. Holman, for more than 30 years 


TIMELY GIFT 


Enno D. Winius, president of Anfenger 
Advertising Agency, St. Louis, receives a 
tin of 5,000 aspirin tablets from Myron 
Northrop, vice-president of A. S. Aloe 
Co., a client for the past 25 years, at a 
surprise cocktail party celebrating the 
agency president's 25-year association 
with the company.. The aspirin gift was 
presented with the hope that it might 
“help alleviate some of the headaches 
you will experience between now and your 
golden anniversary." 


LAST MINUTE REVIEW 


Reviewing a radio scriot before coing on the air from the AAF technical training 

command radio school at Truax Field, Madison, Wis., are, left to right: Capt. 

Harold Patterson, U. S. air forces, formerly with Crowell-Collier Publishing Co.; 

3rd Waac officer Mary C. Kethley; 2nd Waac officer Jean Schiele, and T/Sct. 

Gene Autry. Sponsored by Wm. Wrigley Jr. Co., the show is broadcast over the 
Columbia network. 


with Lord & Thomas, Everett A. began his career with the Chicago 
Tribune shortly before the Iroquois theater fire, later becoming Hearst 
Pacific Coast representative and adv. mgr. of the Seattle Post-Intelli- 
gencer. .. 

The Howard G. Ford Award, presented annually by the Philadelphia 
Sales Managers Assoc., went, this year, to the Incorporated Sales 
Managers’ Assoc. of Great Britain. Thomas B. McCabe, pres. of Scott 
Paper Co., and a past pres. of the Philadelphia group, made the pres- 
entation. Guest speaker was William L. Batt, pres. of SKF Industries 
and WPB vice-chairman. . . Frederick W. Nichol, v.p. and gen. mgr. 
of International Business Machines Corp., delivered the commencement 
address at Stephens College, Columbia, Mo. . . 

Lt. Robert W. Smith, Army air forces, and Margaret Entzminger were 
married May 29 in Chamberlain, S. D. Lt. Smith was in the sales 
promotion dept. of the Minneapolis Star Journal and Tribune before 
entering the service. . . Lewis Allen Weiss, v.p. and gen. mgr. Don Lee 
Network, who underwent an operation at California Lutheran Hospital, 
is expected back at work this week. . . Lewis H. Brown, Johns-Man- 
ville pres., had conferred upon him an honorary LL.D. at Brown 
University’s commencement exercises: . . 


Polls Reflect 
Different Views 
on Fourth Term 


Chicago, June 1.—Growing inter. 
est in the 1944 election—and diffe, 
ence of opinion about the foyrtp 
term—were reflected in polls con. 
ducted by Woman’s Home Com. 
panion and Successful Farming. 

In the latest report of the Com. 
panion’s continuing survey of wo. 
men’s opinion, based on the poll of 
a national panel chosen to represen; 
an accurate cross section of the 
magazine’s readers, President 
Roosevelt and Wendell Willkie ar. 
slated ‘to tangle again next year jy 
the presidential arena.  Forty-siy 
per cent of the women believe th, 
incumbent would make the bog 
candidate on the democratic ticke 
while Mr. Willkie is the first G.op 
choice of 41% of American women 
Vice-President Wallace and Ney 
York Gov. Dewey are the runners. 
up. 
Thirty-six per cent of the women 
opposed the idea of a woman vice. 
president. Among those who had 
definite suggestions, the wife of the 
publisher, Mrs. Clare Boothe Luce 
led the parade with Mrs. Eleano; 
Roosevelt close behind. 

Successful Farming, in the May 
“Farmer Speaks” poll, learned that 
51% of the farmers queried oppose 
a fourth term for Mr. Roosevelt 
while 28% favor it; 15% say it de- 
pends on how the war is going next 
year; and 6% won’t commit them- 
selves. Greatest opposition to the 


— 


| fourth term is in the Midwest, with 
|59% against and only 19% favoring 
the proposal. 

| In January, 1940, the farm pubii- 
| cation found, 49% of all farmers fa- 
|vored a third term. Their mai 
/concern right now, however, is no: 
| politics—but the shortage of farm 
| labor in the face of a request for an 
all-time record food production and 
the constant drain on their help by 
the draft and war factories. 


Heads Association 


Frank P. Spalding, productio; 
|manager American Bar Associatio) 
| Journal, Chicago, has been elected 
| president of the Industrial Editors 
| Association of Chicago. Other of- 
|ficers are: John L. Bach, Genera 
Electric X-ray Corporation, vice- 
| president; Virginia Baltus, Illinois 
Bell Telephone Company, secretary) 
|Cornelia List, Agricultural Leaders 
| Digest, recording secretary, and Dr 
Richard E. Duffell, American Osteo- 
| pathic Association, treasurer. 


Cole, Mason Join Forces 


F. E. M. Cole & Son and James 
Mason, Chicago publishers’ repre- 
sentatives, have merged their or- 
ganizations, effective June 1. For 
the present the respective compan) 
names will remain unchanged 
Offices are at 605 N. Michigan Ave 


(4 : 
| TAKE A LOOK 
at TAMPA! 


POPULATION: 
UP 32,000 over 1940 census! 


PAYROLLS: 
DOUBLE their 1941 volume! 


RETAIL SALES: 
March figures UP 64% over |942 


TAKE A LOOK 
AT THE TIMES! 


CIRCULATION: 

' Average first quarter 1943: 
| 

| 

} 

| 

} 


40,917 


Six month: average endina Marc" 
31, 1943—38,63! total; 26,006 <'y 
zone. An increase, since 1939, of 
53% in total and 60% in city zone 


The TIMES is Tampa's ONLY after 
noon newspaper. It offers the e° 
vertiser leisurely evening readersh'p 
by thousands of well-paid shipyer? 
and other war workers—families wi!” 
money to spend. 


TAMPA DAILY TIMES 


Owner and operator of Radio 
Station WDAE-Columbia affil- 
iate in the Tampa Bay Area. 


TAMPA, FLORIDA 


Representative: The Katz Agency 
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Chicago Furniture 
Market Still ‘On’; 
Grand Rapids ‘Off 


(Continued from Page 1) 


tives on the question of adequate 
furniture supplies, but have dis- 
played a more favorable attitude of 
te. 

"wal simplification of furniture 
has been ordered by the WPB and 
itg consumers’ durable goods divi- 
sion now is studying possible addi- 
tional tightening up of lines. Task 
groups representing the industry are 
discussing the problems with divi- 


sion heads. 
Along the trade front, Grand 
Rapids, Mich., furniture makers 


have cancelled their summer mar- 
ket, planned for June 16-26, in def- 
erence to the ODT request; while 
the Western Merchandise Mart, San 
Francisco, is going ahead with its 
scheduled western fall market July 
12-17. 


Criticizes Some in Industry 


Brushing aside rumors that the 


market would be dropped, mart offi- 
cials said 
thousands of small business firms in 


this region, the conservation of their 


limited manpower, and necessary 
economy in traveling time and ex- 
pense, all demand that the market 
be held.” 

“If any retailer or manufacturer 
conscientiously believes that he 
should not attend or take part in 
the market or conference,” the mart 
said in an open letter to the indus- 
try, “it is his privilege not to par- 
ticipate. But it is not true patriotism 
to endeavor to have markets sus- 
pended, so competitors cannot exer- 
cise their right to participate in 
them.” 

The West Coast mart said many 
exhibitors have goods to sell, includ- 
ng non-critical items, for early de- 
livery. 


“the very survival of 


| 
| 
| 
| 
| 


Other exhibitors with lim-, 


ited or no merchandise at least want | 


to meet customers. 


Increasing scarcities in home fur- | 


nishings are tangibly reflected in 
advertising linage figures of news- 
papers of nine major cities, the re- 
tailers’ association pointed out re- 
ently. It said home goods adver- 
tisers, second only to department 


stores in total local display space 


used in newspapers, cut their adver- 
tising 20% for the first four months 
of 1943. It blamed low inventories 
for the decline. 


Sees “Artificial Shortages” 
The drop follows the pattern set 


in restrictive orders issued by the 


WPB prohibiting the use of critical 
materials, the association continued, 
but there are also “artificial short- 


ages” in materials from which home 


goods are manufactured. 
“Furniture men are perfectly will- 
ing to be deprived of stocks which 


contain materials vital to the war 


| 


| 


' 


| 


when these materials are actually | 
being used in the winning of the} 


war,’ Roscoe R. Rau, executive vice- 
president, declared. “‘But they be- 


lieve that when materials that are. 


of no value to the war effort are | 
frozen and thus become of no value | 
fo either the war or the civilian | 


economy, that is the 
Washington to act.” 


time for) 


Referring to the freezing of mil- | 


lions of dollars in partially fabri- 
cated raw materials in the ware- 
houses’ of furniture 


€ 


factories, he 
added: “What is needed is a re- 
‘Valuation of the wisdom of pre- 


venting civilian production through | 


heediess freezing of materials not 
required by the military.” 
One aftermath of present market 


con tions is the decision of 15 
zrand Rapids furniture makers, | 
Grand Rapids Industries, Inc., to 


‘ruct an aircraft assembly plant. 


WHAT’S GOING ON? 


Manufacturers and their advertising 
neies are using this inexpensive 
Ping ‘service for collecting editorial 
licity, for making research and 
cet studies, for maintaining com- 
ive advertising files and for de- 
Ping sales prospects on certain 
es of products and services. 


Write for Booklet No. 20. 


7*<v NU aoe 


aCON'S CLIPPING BUREAU 
alle-Wacker Bidg. Chicago, Hi. 


NESS PAPERS «© FARM PAPERS 
GENERAL MAGAZINES 


rick H. Mueller, president, said | 
ympany had acquired license 


rights and materials for a new type 
of plane which could be used by the 
Army and developed later for civil- 
ian use in the postwar period. 


WKBN Announces 
Increase in Power 


WKBN, Columbia Broadcasting 
System station at Youngstown, O., 
conducted formal dedicatory cere- 
monies June 6 marking its operation 
on 5000 watts full time. The station 
has been operating for the past year 
on 5000 watts daytime and 500 watts 
at night. 

War-born handicaps forced sev- 
eral delays in construction of direc- 
tional antennae needed to complete 
the station’s expansion program. It 
started full time 5000-watt operation 
on a test basis recently. Warren P. 
Williamson Jr. is president and gen- 
eral manager of WKBN. 


Wyman Named V. P. 


Phillips Wyman, recently named 
director of publication selling of the 
McCall Corporation, New York, has 
been elected a vice-president and a 
director of the company, succeeding 
the late Malcolm MacHarg. 


Appoints Picard Agency 

American-British Chemical Sup- 
plies, New York, has appointed 
Picard Advertising, New York, to 
direct its account. 


Private Lines 


It looks as though bills designed 
to increase the rates on second and 
third class postage are likely to pop 


up in Congress, despite the fact that | 


Post Office authorities are not too 
eager over such a prospect. They 
doubt that such bills will have much 
effect on the revenue situation, but 
certain Congressional elements seem 
determined to move ahead on this 
front. 
+ o* * 

There'll be a Third War Loan 
drive this fall. The second, which 
just wound up, was a considerable 
success—thanks in no small meas- 
ure to the role played by advertis- 
ing. Treasury is considering plans 
for the fall drive now. 

f * ok 

It’s still in the talk stage, and 
confirmation is lacking, but it looks 
as if the Federal Trade Commission 
is going to begin inquiry into adver- 
tising claims for vitamin products. 

* * * 


Adman Lou Maxon pulled no 
punches last week in denying flatly 
that his agency-owned cottage at 
Onaway, Mich., grabbed more food 
ration points than it should have. 
President R. J. Thomas of the CIO 
United Auto Workers union made 
the accusation. Mr. Maxon said the 


lodge is used by agency employes 
and friends the year ‘round; the 
food allotment was for the entire 
year, not two months, as Thomas 
claimed; and that the cottage, other 
facilities in Detroit—and the agency 
itself — belong to the employes 
themselves, with Maxon owning 
“less than 40% of the stock.” He 
said two factors motivated the 
Thomas attack: Maxon’s opposition 
to grade labeling, and the possibil- 
ity that he may become OPA gen- 
eral manager. 


Ohio Liquor Quotas 
for Consumers Set 


The Ohio state liquor’ board, 
which instituted consumer rationing 


June 1, permits Ohioans to purchase | 


either two pints, one fifth, or one 
quart of liquor at state stores per 
week during the period from June 
1 to June 26, inclusive. 

If two pints are purchased both 
must be bought at the same time. 


WNBH to Join Blue 


Station WNBH, New Bedford, 
Mass., will become affiliated with 
the Blue Network July 1, making 
a total of 155 Blue stations. 


Chicago AMA Elects 
| C. T. Heusinkveld, Armour & Co., 
j|has been elected president of the 
|Chicago chapter of the American 
Marketing Association. Other new 
officers are: J. J. Martin, Henri, 
Hurst & McDonald, first vice-presi- 
dent; H. L. Porter, Standard Oil 
Company of Indiana, second vice- 
president; W. S. Eldridge, Radio 
Corporation of America, secretary; 
and J. H. Fries, Kraft Cheese Com- 
pany, treasurer. 

Directors are: G. H. Brown, Uni- 
versity of Chicago; C. C. Chapelle, 
C. C. Chapelle Company; Parker 
Holmes, A. C. Nielsen Company; 
C. A. Wolcott, Blackett-Sample- 
Hummert; and S. R. Bernstein, Ap- 
VERTISING AGE. 
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Lowest cost k 


in the business field * 
($4.63 per page per 1,000) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


HOW DOES YOUR GARDEN GROW? 


@ When you look at America’s Victory 
Gardens, score another point for the selling 
power of advertising! For advertising’s unique 
contribution to our war effort is its ability to 
sell big ideas in terms people understand —to 
translate the big need for increasing our 
national food supply into’ the simple idea of 
spading up the spot by the garage. 

Since the Victory Garden idea was first 
proposed, patriotic-minded advertisers have 
devoted thousands of dollars worth of space 
to its promotion. The return on their money 
can be seen today in back yards, vacant lots 
—and even lawns and public parks—all over 


America. 


But the promotion of Victory Gardens is 


only one of the many ways in which adver- 
tising’s highly-specialized techniques are help- 
ing to win the war. 

Advertising in newspapers and magazines 
is selling billions of dollars worth of War 
Bonds and Stamps. It is showing civilians 
how to conserve precious materials, how to 
salvage waste, how actually to raise their 
nutrition standard 


food. It is 


on rationed 


performing these and hundreds of other war- 
time tasks —all with the same vigor and 
effectiveness which marked its drive for 


At Kimberly-Clark Corporation we are 


proud that much of the greatest advertising 


| 
markets in the days of peace. | 
| 


in America is printed on our papers. 


IMBERLY-CLARK CORPORATION | 


Sevelcoal™ 
PRINTING PAPERS 


Trufect 


For Highest-Quality Printing 


ki mfect’ 


Companion to Trufect at 
lower cost 


Multifect 


For volume printing at 
@ price 
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Networks Advise 
Affiliates About 
Contract Changes 


(Continued from Page 1) 


the option hours for network broad- 
casting, may we ask confirmation 
from you that on and after the 
effective date of the rules about 
June 14, 1943, commercial programs 
accepted by your station from Mu- 
tual will be guaranteed for the 
duration of the commercial con- 
tract?” the letter said. “We ask this 
so that no further questions may be 
raised about such commercial pro- 
grams being subject to move by you 
on notice prior to the expiration of 
the sponsored program (except 
under the conditions required by 
Regulation 3.105). As you know, 
this is entirely consistent with the 
Commission’s regulations which pre- 
vent one network from forcing the 


ieee 


commercial of another network 
through exclusive option time pro- 
visions such as heretofore contained 
on other network contracts.” 


CBS Notifies Members 


In a telegram signed by H. V. 
Akerberg, vice-president in charge 
of station’ relations, Columbia 
Broadcasting System yesterday 
notified its member stations that so 
long as Section 3.101 shall be in 
effect they will be under no obliga- 
tion to refrain from broadcasting 
the programs of any other network 
organization. 

“If the term of your affiliation 
agreement presently extends beyond 
June 14, 1945, such agreement will 
terminate June 14, 1945, provided 
that if Section 3.103 shall be re- 
scinded or modified prior to that 
date, such agreement shall remain 
in effect until its present expiration 
date or such earlier date as may be 
permitted by such regulation,” the 
message said. “If the term of your 
affiliation does not presently extend 
beyond June 14, 1945, but contains 
an option or options giving us the 
right to extend the term beyond 
June 14, 1945, the options which 


movement of an earlier scheduled | 
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BEULAH KARNEY, nationally- 
known home economist, helps 
homemakers solve many wartime 
problems. Her newsy, informative 
program is aired daily over WENR 
and has a great and loyal follow- 
ing in Chicago and the Midwest. 
It is available on a participating 


sponsorship basis at a low cost. 


50,000 WATTS 


A CLEAR CHANNEL STATION 


890 KILOCYCLES 


Owned and Operated by the Blue Network Company 
Represented Nationally by Blue Spot Sales 
New York Chicago San Francisco Hollywood Detroit 
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NEWSPAPER ADVERTISEMENTS ON WOMANPOWER AVAILABLE 


America Needs Wontenin War Jobs SHOULD YOUR =: 


RIGHT HERE IN (NAME OF CITY) 


‘You don't have te work i 2 factory te help win the war! 


Womes we vitaty weeded to (@ necessary crvtuun jobs (hese or others! 


June 7, 
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TAKE A WAR JOB? : 


Read these facts about How Seriously 
Women are Needed right here in 
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Here are two of a series of six womanpower advertisements now available for sponsorship in critical areas. Note how necessary 
civilian jobs, as well as war factory jobs, are stressed. The advertisements were prepared by J. Walter Thompson Co., volunteer 


agency, — 
may be secure 


WMC office in each area. 


in cooperation with the Advertising Council, the OWI! and the War Manpower Commission. Proofs or mats 
through OWI or the Advertising Council. Copy has already been approved, but must be cleared with the local 


give us the right to extend the term 
of the affiliation agreement beyond 
June 14, 1945, are suspended; pro- 
vided, however, that if and to the 


jexpress or implied, with a network or- 
ganization which prevents or hinders an- 
other station serving substantially the 
same area from broadcasting the net- 


|; work's programs not taken by the for- 
extent that rescinsion or modifica- | 


mer station, or which prevents or 


tion of such section shall permit | hinders another station serving a 


such options shall be reinstated.” 


The CBS notification further as-| 


serted that so long as Section 3.102 
shall be in effect, it shall be re- 
leased from any obligation prevent- 
ing it from furnishing any Columbia 
network programs to a station serv- 
ing a substantially different area 
from “that served by you or from 
furnishing Columbia network pro- 


grams which you do not take to} 


another station serving substantially 
the same area, except that we shall 
not offer any Columbia network 
program, whether sponsored or sus- 
taining, to any other station which 


serves substantially the same area. 


as your station without giving you 
first refusal of such program.” 


Similar letters are being sent to! 


affiliate stations of the National 
Broadcasting Company and the Blue 
Network. 

FCC Text 


The text of Sections 3.101 to 3.105, 
inclusive, of the FCC regulations 


which have been validated by the| 


Supreme Court follows: 

Sec. 3.101. Ealusive affiliation of sta- 
tion.—No license shall be granted to a 
standard broadcast station having any 
contract, arrangement, or understand- 
ing, express or implied, with a network 
organization! under which the station is 
prevented or hindered from, or penal- 
ized for, broadcasting the programs of 
any other network organization. 

Sec. 3.102. Territorial exclusivity 
shall be granted to a stand- 
broadcast station having any 
tract, arrangement, or understanding, 


con- 


| substantially different area from broad- 
leasting any program of the network 
organization. This regulation shall not 


be construed to prohibit any contract, 
larrangement, or understanding between 
a station and a network organization 


pursuant to which the station is granted 
ithe first call in its primary service area 


;}upon the programs of the network or- 
| ganization. 

Sec. 3.103. Term of affiliation..-No 
llicense shall be granted to a standard 


broadcast station having any contract, 
arrangement, or understanding, express 
for implied, with a network organization 
which provides, by original term, provi- 
sions for renewal, or otherwise for the 
affiliation of the station with the net- 
work organization for a period longer 
than two years: Provided, That a con- 
tract, arrangement, or understanding for 
a period up to two years, may be en- 
tered into within six months prior to 
ithe commencement of such period, 

Sec. 3.104. Option time.—No license 
| shall be granted to a standard broadcast 
| station which options? for network pro- 
grams any time subject to call on less 
than 56 days’ notice, or more time than 
a total of three hours" within 


herein described. 
divided into 4 segments, as follows: 8:00 
ja. m. to 1:00 p. m.; 1:00 p. m., 
p. m.; 6:00 p. m. to 11:00 p. m.; 
p. m. to 8:00 a. m.* Such option 
not be exclusive as against other 
work organizations and may 
prevent or hinder the station 
optioning or selling any or all of 
time covered by the option, or 
time, to other network organizations. 
Sec. 3.105. 


may 


ard broadcast station having con- 
tract, arrangement, or 


express ‘or implied, 


any 


with a 


| tion. 


each of 
four segments of the broadcast day, as 
The broadcast day is 


to 6:00 
11:00 


net- 
not 
from 
the 
other 


Right to reject programs. | 
No license shall be granted to a stand- 


understanding, 
network or- 


ganization which (a), with respect t 
programs offered pursuant to an af 
filiation contract, prevents or hinders the 
station from rejecting or refusing net 
work programs which the station rea 
sonably believes to be unsatisfactory or 
unsuitable; or which (b), with respect 
to network programs so offered or a 
ready contracted for, prevents the sta 
tion from rejecting or refusing any pr 
gram which, in its opinion, is contrary 
to the public interest, or from substitu 
ing a program of outstanding local or 
national importance, 

'The term “network organization” as 
used herein includes national and re- 
gional network organizations. 

“As used in this section, an option is 
any contract, arrangement, or under- 
standing, express or implied, between a 
station and a network = organizatior 


which prevents or hinders the statior 
|}from scheduling programs before th 
network agrees to utilize the time dur 


ing which such programs are scheduled 


or which requires the station to clear 
time already scheduled when the tet 
work organization seeks to utilize the 
time. 


‘All time options permitted under thir 
section must be for specified clock hours 
expressed in terms of any time systen 
set forth in the contract agreed upo! 
by the station and network organiza 
Shifts from daylight-saving ¢ 
standard time or vice versa may or maj 


|not shift the specified hours correspond: 
| ingly 
| work organization. 


as agreed by the station and net 

‘These segments are to be determined 
for each station in terms of local tine 
at the location of the station but 
remain constant throughout the year r 
gardless of shifts from standard to da)- 


ma) 


| light-saving time or vice versa. 


‘Names Duane Lyon 


Advance Solvents & Chemica! 
Corporation, New York, maker of 
organic and inorganic chemicals 


has appointed S. Duane Lyon, Inc. 


| New York, to direct its advertising 


WHAT MEDIUM 
ARE YOU USING 
IN MINNESOTA? 


WE’VE GOT COMPLETE 


MINNESOTA URBAN 


COVERAGE WITH 
MURRAY & MALONE CO. 
STREET CAR AND 


BUS ADVERTISING— 
20,000,000 
MONTHLY RIDERS 
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Coming 
Conventions 


 __— Te, 

June 7-9. Newspaper Advertising 
Executives Association, annual con- 
ference, Hotel Pennsylvania, New 
York. 

June 9-10. Grocery Manufactur- 
ers of America, war conference, 
Waldorf Astoria, New York. 

June 14-17. Association of News- 
paper Classified Advertising Man- 
agers, Hotel New Yorker, New 
York. 

June 16. National Publishers As- 
sociation, one-day conference, Wy- 
kagyl Country Club, New Rochelle, 
New York. 

June 22-23. Pacific Advertising 
Association, wartime emergency 
conference, Fairmount Hotel, San 
Francisco. 

June 22-24. Special Libraries As- 
sociation, annual meeting, Hotel 
Pennsylvania, New York. 

June 25—National Industrial Ad- 
vertisers Association, regional con- 
ference, Hotel Statler, Cleveland. 

June 25-26. Audit Bureau of Cir- 
culations, Mount Royal Hotel, Mont- 
real. 

June 28-30. Advertising Federa- 
tion of America, wartime confer- 
ence, Waldorf Astoria Hotel, New 
York. 

Oct. 19-20. Inland Daily Press 
Association, annual meeting, Hotel 
Sherman, Chicago. 


Mutual Slide Film 
Shows Radio's Rise 


New York, June 4.—The rise of 
radio as a family necessity and an 
advertising medium which has 
evinced “the fastest, most substan- 
tial gains of all” with last year’s 
gross billings surpassing both na- 
tional magazine and newspaper vol- 
ume was reported here yesterday in 
a new slide presentation prepared 
in sound and color by the research 
and promotion divisions of the Mu- 
tual Broadcasting System. 

The presentation defines America 
» terms of radio markets. Pointing 
out that in big-city America, nearly 
ialf the country’s radio homes are 
within range of Mutual stations for 
the 14 VU. S. cities over 500,000 
population. A major share of the 
presentation is devoted to the im- 
portance of the home-town market 
which includes all the rest of the 
country. 

After expleining the merchandis- 
ing advantages of Mutual’s home- 
town status, the presentation re- 
views the uptrend in popularity for 
evening half-hour and quarter-hour 
programs on this network. Accord- 
ing to Hooper ratings for the past 
three years, the average commercial 
evening half-hour on Mutual is 
128% as popular as it was in 1940- 
41. The average commercial eve- 
ning quarter-hour is 137% as popu- 
lar. An extensive schedule of 
showings of the 60 slides, photo- 
graphed from three - dimensional 
models, has already been set up 
for advertisers and agencies in New 
York and other centers. 


Misleading Jewelry Ad 
Brings $500 Fine 


Convicted of unlawfully publish- 
ng a misleading advertisement, the 
French Jewelry Shop, New York, 
M fined $500 last week in the 

rt of special sessions. 

‘he Manhattan district attorney’s 

e brought out that in an adver- 

ement the company described a 

zs it was offering for sale last 
Oct. 27 as containing 12 “perfect 

e-white diamonds,” when inves- 
ition revealed that six of the 
ies were imperfect. 


North American 
Magazine Pages 
‘Outguess’ Axis 


(Picture on Page 47) 


Los Angeles, June 2.— With a 
crystal ball and rabbit’s foot to help 
outguess the Axis and extend its 
luck in timing copy, North Ameri- 
can Aviation, Inc., is readying new 
color Magazine pages showing how 
it helps set the pace in action on 
the world’s battlefronts. 

Lucky breaks have greeted two of 
the advertisements in the current 
series, although advance planning 
has also figured in the timeliness of 
advertising copy featuring Allied 
victories in Algeria and New 
Guinea. 

Some suspect a working arrange- 
ment between the agency, Batten, 
Barton, Durstine & Osborn, and the 
general staff but, according to the 
account executive, agency  vice- 
president W. B. Geissinger, “much 
as we might enjoy a note from Gen- 
eral Eisenhower or General Mac- 
Arthur now and then, we’re defi- 
nitely not on their mailing lists. 


Our “Armchair Strategists” 


“What we try to do is to outguess 
the Axis, months in advance. Our 
copywriters follow the war’s prog- 
ress closely and, as Simon-pure arm- 
chair strategists, try to anticipate 
major Allied offensives. Then, be- 
cause we know that where there’s 
a fight there’s a Mitchell bomber, 
we try to pick specific theaters of 
war which will be in the headlines 
several months later.” 

Newspaper headlines of May 7, 
announcing the fall of Bizerte and 
Tunis, coincided with a North 
American page which hit the news- 


stands the same day in Collier’s, 
headlined “B-25 Mitchell bombers 
break Hitler’s Grip in Africa.” 


BBDO prepared the copy in Febru- 
ary to meet a March 20 closing 
date. Six other leading weeklies 
and business papers broke the 
same advertisement between May 
12 and 19. 

Two months previously, North 
American’s advertising also was 
closely timed with an Allied victory. 
On March 4, newspapers reported 
the destruction of the 22-ship Jap 
fleet in the Bismarck Sea; and the 
next day newspapers in North 
American’s plant cities, Los Angeles, 
Dallas and Kansas City, carried 
copy captioned “B-25 Mitchells blast 
Jap New Guinea Convoy.” Mats 
had been sent in advance, with later 
telegraphic orders to cut in the cap- 
tion. At the same time, a color 
page prepared and plated weeks in 
advance was being printed in a list 
of nine magazines and _ business 
papers. It was headlined “Mitchell 
bombers find good hunting in New 
Guinea.” The magazine copy broke 
in Liberty March 31 and by April 20 
all publications on the list had ap- 
peared on the stands. 

Anticipating the time when the 
story of wartime production would 
wear thin, the company and agency 
turned to a_ product - in - action 
approach for the current series, 
emphasizing dramatic, newsworthy 
angles inherent in the field of air 
combat. The slogan, “North Ameri- 
can Sets the Pace,” ties in with this 
view. 


DeBow Promoted 


Tom DeBow, pubic relations di-| 


rector for Petroleum Advisers, New 
York, a subsidiary for Cities Service 
Company, has been appointed ad- 
vertising manager. Associated with 
the company for the last 17 years, 
Mr. DeBow will handle advertising 
of petroleum products marketed by 
subsidiaries of Cities Service. 


Sales presentations, portfolios, training courses, 
slide films, dealer broadsides, edit salesmen’s 


house organs, etc. 


Experience in merchandising national advertising 
also helpful, but not required. 
first letter, including salary 
draft status. This is a real opportunity! 


Address Box 4140, Advertising Age, Chicago. 


WANTED 


Creative Promotion Man 


Large national midwest advertiser in grocery field 
has exceptional position for able, experienced man 
| who can prepare outstanding— 


Give full details in 
requirements, age, and 


A. SCHAEFER 


Fort Wayne, Ind., June 1.—A. 
Schaefer, advertising director of the 
Fort Wayne Journal-Gazette for the 
past 23 years, died yesterday fol- 
lowing a three-year illness. At one 
time he was advertising manager of 
the Ledger, Newark, N. J., and later 
publisher of the Times, Pekin, Ill. 


Cc. H. DOWLING 


Toronto, June 1.—C. H. Dowling, 
formerly with A. McKim Ltd., and 
for the past two years assistant gen- 
eral manager of British United 
Press, died May 18. Mr. Dowling 
was well known in Vancouver as a 
columnist on the old Vancouver Star 
and spent five years as manager of 
an advertising agency in Sydney, 
Australia. 


E. M. ROHRER 


Cincinnati, June 


& Osborn for two years until his en- | 
listment in December, 1941, in the} 
Navy. 

Mr. Bailey, who was nearing com- 
pletion of his training course in 
Texas, was fatally injured in an air- 
plane crash near the Kingsville, 
Tex., air base May 24. 

Before joining BBDO, he was as- 
sociated with Aubrey, Moore & Wal- | 
lace as assistant production man- 
ager. 


ROBERT WARNER BOLLES 

Oneida, N. Y., May 31.—Robert 
Warner Bolles, sales manager of | 
Wm. A. Rogers division of Oneida | 
Ltd., died last week at his home| 
after a seven months illness. He} 
was 57. 

Mr. Bolles was a director of the, 
parent organization and a son-in-| 
law of Pierrepont B. Noyes, presi- | 
dent of Oneida Ltd. He joined the | 


|organization in 1908, subsequently 
1.—Ed M. | becoming manager of the company’s 


Rohrer, 62, advertising salesman for | Boston office and later the Chicago 


the Cincinnati Times-Star, died May 
20. Associated with the Times- 
Star for 20 years, Mr. Rohrer left 
to join National Colortype Com- 
pany, later going to the Cincinnati 
Post before returning to the Times- 
Star in 1940. 


JOHN R. BAILEY 


'of Oneida Ltd. 


He was elected a director 
in 1924 and was 
appointed sales manager of the Wm. 
A. Rogers division in 1929. 


branch. 


'SMITH B. QUAYLE 


Cincinnati, June 1.—Smith B. 


| Quayle, veteran Cincinnati adver- 
| tising man, died at his home in Mi- 


Chicago, June 1.—Funeral serv-j|amiville May 29 at the age of 74. | 


ices were held here May 27 for 
Cadet John R. Bailey, 27, production 
manager of Batten, Barton, Durstine 


'He was a founder of the National | 
_Advertisers Club and a past presi- 
;dent of the Advertisers Club of Cin- 


cinnati. At the time of his death 
Mr. Quayle was with Crowell-Col- 
lier Publishing Company. 


* 


” 


WANTED 


Advertising 
Artist 


Creative ... Experienced 
Producer 


Leading, most modern 
printing -lithographing 
plant in Rocky Mountain 
Region has opening for 
top-notch artist. Perma- 
nent position with ideal 
working conditions. Alert, 
aggressive organization. 
Excellent wages. 
Applications treated in 
strictest confidence. Give 


full details in first letter. 


Rox 4145, 
ADVERTISING AGE, 
Chicago 


FS RNIN OR SNR ITEE ES A AEM 


The Management of WTAR Radio Corpora- 
tion Takes Pleasure in Announcing Results of 
the Semi-Annual Audit of Listening in the Nor- 


folk, Portsmouth, Newport News, Virginia 


area made at the request of Stations WTAR, 


WRVA, and WGH by C. E. Hooper, Ine. 


Station WTAR 
Station B 
STATION C 
Station D 


Ovruers 


5,000 Watts 


National Representatives 


8 A.M. 12N to 6 pom. to 
troi2N 6 PLM. 10 30 pom. 
57.5% 62.7% 69.0% 
184% 17.8% 14.90% 
16.1% 16.2% 12.00%; 
19% 05% 1.8% 
61% 28% 2.30% 


Ag? 


NORFOLK, VIRGINIA 


(Stations will be identified upon request) 


RADIO STATION WTAR 


N BC Network 


Fdu ard Petry C7” Co. 
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Public Confidence 


in Business Hits 
High, ANA Learns — 


(Continued from Page 1) | 


ting a comparison of public atti-| 
tudes over a period of more than a| 
year. Findings of the study were 
interpreted for the meeting by Gor- 
don E. Cole, Cannon Mills, and Dr. 
Henry Link, of the Psychological 
Corporation. 

More than eight out of ten (84%) 
believe that “the business people, 
the manufacturers, are doing a good 
job for the most part to help win 
the war,” while only 6% believe 
they are not, the study showed. 
Figures for the three studies are as 
follows: 

Don’t 

Yes No Know 
April, 1043 ...... 80 10 10 
October, 1942 ... 82 7 11 
May, 1943 ...... 84 6 10 

Asked: “Would you like to have 
them (meaning manufacturers) tell 
you, through their advertising, more 


CFAC INSTALLS NEW C OFFICERS 


Mutual congratulations between M. Glen Miller, new —— of the Chicago 


Federated Advertising Club, and Col. Willard ‘Chevali 


ier, publisher of Business 


Week, speaker at the meeting at which Mr. Miller, Chicago agency head, was 
installed. Other new CFAC officers, from extreme left, are: Chester L. Price, 


advertising and publicity manager, City National Bank & Trust Co., 


treasurer; 


W. Lane Witt, manager of valve and fitting ages Crane Co., secretary; 


Josephine Mutter, public relations representative, Hot 


Sherman, second vice- 


president; G. D. Crain Jr., publisher, Advertising Age, first vice-president; and 


Edward A. Grossfeld, advertising manager, 


Baskin Clothing Co., third vice- 


president. 


about what they are doing to 

help win the war?”, respondents 
answered as follows: 

Don’t 

Yes No Know 


April, 1942 
October, 1942 ... 68 25 7 
May, 1943 ...... 63 27 10 

To the question, “Do you think 
that during the war companies 
should give up their advertising 
entirely?” the following answers 
were received: 


Don’t 
Yes No Know 
April, 1063 ...... 10 83 7 


Write for circular on 


ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


SIGNS OF LONG 


LIFE 


SIGH CO, LIMA, OHIO 


fair, 9; poor, 


dens: 
don’t know, 21. 


spite of food shortages: 
fair, 16; poor, 3; don’t know, 24. 


October, 1942 ... 8 87 5 
May, 1943 


eS 7 86 7 
When asked what kind of job 


advertising has done in connection 
with various war effort tasks, re- 
spondents answered as follows: 


On how rationing works: good, 


63; fair, 22; poor, 6; don’t know, 9. 


On buying war bonds: good, 82; 
1; don’t know, 8. 
On explaining what we are fight- 


ing for: good, 55; fair, 26; poor, 8; 
don’t know, 11. 


On helping to plan Victory gar- 
good, 56; fair, 19; poor, 4; 


On how to make good meals in 
good, 57, 


The current survey also asked 


whether listeners would be willing 
to pay for radio 
tax on sets, to which 11% said yes; 
or whether they preferred having 
programs paid for 


programs by a 


by advertisers, 


“PAPER SET?’ 


We say NO 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 


make a fine halftone, you carefully 
go over your copy, you are pleased 
. - with the layout of the advertise- 


ment. So far everything is fine 


until you decide to let the “paper 


set." So you proceed to either 


specify what types are 


.- and here’s why: 


of your organization or the pub- | 
lications. In modern day compe- 
tition it also calls for a good type 
face assortment. And it sometimes | 
requires a great deal of time and 
patience to get an advertisement 
to have any kind of appearance 
that will satisfy you. True, the 
cost of the space is often small, 
but no space cost is too small not 
to justify the sales message being 
given every opportunity to do 
the required work successfully. 


The additional cost 


to be used in setting 
your advertisement or 
you take achance that 


someone on the publi- 


cation will interpret 


is not great and the 
simplicity and ease of 
handling as well as a 
good fine appearance is 
not difficult to obtain. 


=< the layout and give anv aiiee canaaneaneians Talk it over today with 
you what is needed. macegueshateaeateg a representative of the 
; mm etoiownas aw 
Either of these acts re- ara Faithorn Corporation 
quires, for good adver- FINGHLEY and let him explain the 
. «© ° C Male gpime - 
z tising, an exceptionally + a “sure way to handle 


skilled and technical 


FINCHLEY is a regular user 


knowledge on the part 


of Faithorn Complete Service 


your work. Simply tele- 
phone, Wabash 7820. 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


PRINTING 


504 Sherman St., Chicago * Wab. 7820 


ties 


PRINTING 


a DAY AND NIGHT SERVICE 


to which 79% said yes; 10% did not 
know. 

In addition, 24% of the respon- 
dents reported that they always buy 
things by brand name in grocery 
and drug stores; 42% said “most of 
the time”; 16% said “sometimes”; 
9% said “now and then”; 4% said 
“never”; and 5% said they always 
ask for things by price. 

Asked to explain what the brand 
or trademark of an article means 
to them, respondents reported 
variously, but the ANA members 
were informed that “all of the 
meanings can be resolved in a sin- 
gle word: Confidence.” 

The meeting, which was entirely 
closed to the press and to all except 
members and advertiser guests, was 
opened by President Paul B. West 
on Wednesday, after which C. C. 
Carr, Aluminum Company of Amer- 
ica, who was chairman of the pro- 
gram committee, explained the 
composition of the program. 

A quick-fire analysis of pending 
legislation and of the status of vari- 
ous goods and services affecting the 
advertising field was presented by 
George S. McMillan, secretary of 
the ANA, who told the members 
that the paper situation is not too 
good, but that it is hoped it will 
be possible, by careful management, 
to avoid further cuts and the neces- 
sity of rationing advertising by 
newspapers. The ANA is working 
closely with media 
= assistance along this line. 


McMillan also outlined some 
| “threats” which hang on the adver- 
ltising ceiling, pointing out that! 
|while some of them stem from a 
lack of understanding or a desire to 
change the economy, others are 
almost inherent in a war economy 
|}and cannot be classified as business | 
baiting, no matter how serious they 
|may be in their implications. 


Threat to Brands 


of issuing minimum 
for products and then tying ceiling 
|prices to these minimums, such as 
= the case of the hosiery order, 
jis a serious threat to advertised 
|brands and to business generally, 
|since branded merchandise cannot 
usually compete with lower-quality 
| lines when the price is tied to mini- 
mum specifications. He added that 
| the entire transportation situation is 
a threat to the distribution of 
| branded merchandise, since restric- 
| tions on the movement of goods and 


|of deliveries to and from retail 
|stores inevitably tend to disrupt 
normal merchandising operations. 


But he emphasized that the trans- 
|portation situation is serious, and 
that no attempt to embarrass busi- 
|ness was to be read into the diffi- 
culties which are being encountered. 

One of the most serious current 
threats to business appears in an 
obscure clause in a recent WPB 
order affecting the women’s apparel 
industry, Mr. McMillan asserted. 
| This clause, dealing with fair dis- 
| tribution, declares in effect that all 
manufacturers must sell to every- 
one who meets their buying terms. 
Although obviously designed to pro- 
'tect smaller enterprises against 
/rapacious buying on the part of 
larger companies, this 
|do serious damage to the distribu- 
| tion systems of many advertisers if 
its use is spread to additional indus- 
itries, Mr. McMillan reported. It 


anyon “ ——— 


“Positions Wanted,” 
tatives Available,” 
cash with order. 

rates): % in., $2.75; 


All 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 
30 cents a line, minimum charge $1. 
other classifications 
1 to 3 in., $4.75 per inch. 


ee 


“Help Wanted,” 
and “Represen- 
Terms 


(single insertion 


HELP W ANTED ae, 
Young woman assistant to business 
paper editor; must be experienced in 
writing and handling make up. Give 
complete details and salary require- 
ments in answer. 

Box 4144, ADVERTISING AGE, Chgo. 
AN OPPORTU NITY 
FOR 5 GOOD MEN 


A manufacturer of home equipment, 
the leader in it’s new field, is making 
plans for a greatly expanded program 
after the war. he whole idea was 
proven before the war, and it is just 
a matter of adding the necessary key- 
men to develop into one of the coun- 
try’s leading businesses. 

The idea is to get acquainted with 
the right men, so that neither men 
nor manufacturer will have to make 
a quick decision as the war nears it’s 
end. 

1. Advertising Director. 

The appropriation will be large 
enough to require the full time of an 
experienced consumer and trade Ad- 
vertising Executive who knows the 
ropes. He must not have a “big 
agency” complex, because we work 
with our agency, not under it. 

2 Promotional Director. 

This man’s job will be to give the 
whole organization something con- 
crete to do in the way of stimulating 
sales, three or four times a year. The 
main thing required is the ability to 
wrap things up in a complete pack- 
age and sell it. 

3% Sales Education Director. 

The man we want will have com- 
plete charge of sales training at home 
and in the field. A new, soup-to-nuts 
program will have to be built, and we 
want a man who can teach peopie 
how to sell our product, not just how 
to sell. No “Academic minds” wanted. 
4. Dealer Magazine Editor. 

We want a man who will create a 


selling tool—a reporter, not a cojl- 
umnist. He will probably handle 
trade publicity as well. We mean 


publicity, not handouts. 


5. Advertising Office Manager. 

We want a young fellow to see to 
it that the field gets advertising and 
promotional service. He will super- 
vise the purchase order system, in- 
quiry system, mailing lists and dis- 
tribution. He is the fellow who must 


not forget to follow through, 
must wet ready to fill a bigger 
at the first opportunity. 

These men will be directed by the 
Advertising and Sales Promotion 
Manager, who may tell them what to 
do, but never insult their intelligence 


and 
job 


to provide all | 


He asserted that OPA’s practice | 
specifications | 


clause may | 


by telling them how to do it. 
No fancy application is wanted, just 
the basis for determining who to in- 


terview 


first. The men who will ac- 
cept these positions will be well ac- 
quainted with us, and we with them 


beforehand Our organization knows 


of this advertisement. Replies will 
be held in strictest confidence. 
Box 4143, ADVERTISING AGE, Chgo. 


Advertising Agency Girl who is lack- 
ing opportunities in present position 
to assist publisher. Good knowledge 
printing and engraving, college train- 
ing, good steno. Excellent salary and 
future. Chicago loop. Answer with 
full particulars. 

Box 4141, ADVERTISING 


AGE, Chgo. 


HELP WANTED 


Artist wanted, lettering and Sentxn. 
Work in Sunny California with |; 
Coast Lithographer, manufacturer of 
posters, displays and packaging. Good 
pay and it’s the coming place *.. ve 
Box 4136, ADVERTISING AGE, Cheo 
Sales Representatives, Wace nd 
other key cities calling on advertising 
trades. EYE-CATCHERS mont)\, 
photo ad service. Nothing like it any. 
where. Appeals to Agencies, Many. 
facturers, *ublishers, Printers, tc 
Broad market. Splendid prestige. A) 
product. No blue sky. Good money 
maker. Commissions paid promptly 
Leads furnished. See display ad thi. 
issue Advertising Age. Write D. 
Livingston, EYE-CATCHERS, Inc., 16 
East 38 St., New York. 


George Williams. 
COMMERCIAL PERSONNEL 
Advertising & Publishing Position, 
200 S. State St.—Chicago 
REPRESENTATIVE WANTED 
Established business paper, leader in 
its field, has opening for capable ad. 


vertising representative in the mid- 
west. Write, giving full particulars 
as to education, experience, draft 


status and compensation desired. A\)| 
replies confidential. 
Box 4137, ADVERTISING AGE, Chro 


We have an opening for an experi- 
enced advertising representative to 
take charge of eastern territory 
Established business publication with 
excellent acceptance. Write giving 
full particulars. 

Box 4138, ADVERTISING AGE, 


POSITIONS W ANTED 


COPYWRITER AND CONTEST 
SPECIALIST 
Age 39, I love words. I take then 
in my hands and make them do 
things. I am the author of thousands 
of ing zenious winning entries in con 
tests of all kinds. My background 
includes a practical, working Know! 


Chgo 


edge of typography, printing and 
photography. If you require brilliant 
vitalized copy . If you want a man 
who is looking beyond today, write 
fully to 

Box 4139, ADVERTISING AGE, Cheo 
Editor, Advertising Mgegr., 10 years 
experience. Good thinker, good 


worker, good promoter. College grad 


married, over 38. Want permanent 
Chicago job. Best references. 
Box 4135, ADVERTISING AGE, Che: 


ADVERTISING SALESMAN AND 
EXECUTIVE, now manager we 
known vewspaper representative or 
ganization, wants position with rep- 
resentative, newspaper association or 
large corporation. Have reached peak 
under present set-up. Want positio: 
with wider scope and enlarged re 
sponsibilities. Successful record 
securing newspaper representation 
and linage. Age 32, family, draft de 
ferred. 
Box 4142. ADVERTISING AGE, WN. \ 
BUSINESS OPPORTUNITY 
I HAVE A CLIENT WHO WANTS TO 
BUY ESTABLISHED PROFITABLE 
INDUSTRIAL PERIODICAL. ONE 
HUNDRED THOUSAND DOLLAR 
PROPERTY MINIMUM. 
FRED A. DIBBLE, 14 EAST 47 8ST 


MANHATTAN 


| would negate the principle of selec- 
| tive selling and distribution on 
| which many businesses are built, 
|}and would require manufacturers to 
jsell all buyers willing to pay the 
price, regardless of all other consid- 
| erations, he said. 

W. Digges, ANA _ counsel, 
|analyzed the Supreme Court deci- 


| 


|sion in the FCC “monopoly” case 
involving radio networks, and 
Charles G. Mortimer Jr., vice-presi- 


\dent of General Foods Sales Com- 
and chairman of the ANA 
board, told the group of the broad- 
/ened responsibilities of advertising 
management which have grown out 
of the war, a talk which was lent 
practical support at yesterday 
| morning’s session when nine speak- 
ers presented brief case histories of 
the activities which advertising 
managers and advertising depart- 
ments are now carrying on. 

Gardner Cowles Jr.,_ retiring 
director of domestic operations for 
OW1, discussed the attitudes toward 
advertising in unofficial Washington 
at the Wednesday luncheon session, 
and the afternoon session was given 
over to a complete exposition of the 
work of the Advertising Council, 
with a dozen Council executives and 
coordinators explaining the activi- 
ties of this organization. 

Thursday afternoon, after a brief 
business session, the group split into 


| pany 


two meetings, one on durable goods, | 
|}under the leadership of W. A. Hart, | 


E. I. du Pont de Nemours & Co., and 
one on consumption goods, under 
the leadership of Albert Brown, The 
Best Foods, Inc. 

The durable goods group heard 
six speakers explain briefly how | 
specific wartime problems had been | 
tackled and solved, while a feature | 


of the consumption goods meeting 
was an off-the-record report on the 
work of his committee investigating 
restrictions on brand names, by 
Rep. Lyle Boren of Oklahoma. 
This morning was devoted to 4 
report by T. Mills Shepard of Danie! 
Starch & Staff, analyzing readership 
of about 5,000 advertisements ap- 
pearing in January, February and 
March issues of 15 mass circulation 
magazines; to a discussion on pre- 
serving the American system of 
freedom of choice and freedom of 
opportunity, by C. C. Carr; and to 
an analysis of a public opinion pol! 
made for the ANA public relations 


committee, presented by Aliin 
Brown, Bakelite Corporation. 

The public relations commitice 
also took charge of the closing 


luncheon session today, presentin 
dramatization of the problem 0! 
awakening the public to the value 
of freedom of choice and enterpr':e. 
written and produced by Ya 
|Frank of D’Arcy Advertising Co'- 
pany and directed by Earl McGil! 0! 
Columbia Broadcasting Syste 
Three members of the committe: 
T. F. Joyce, Radio Corporation 0! 
America; Robert S. Peare, Gene?! 
Electric Company; and J. P. Mil 
Pet Milk Sales Corporation—thn 
presented short discussions givin 


their ideas of how the problem < 
be met and solved. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. #655 


GIBBONS KNO 
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TORONTO MONTREAL WINNIFEG 


J.J. GIBBONS | LTD. 


SAY STREET 


REGINA 


— 


WS CANADA 


MERCHANDISING 


CALGARY EOMONTON 


vancouver 


June , 
oom 


Elec 
Take 
Rad 


E. 
Sic 
for 


New 
Compal 
compri; 
and po 
“Repor 
dramat 
CBS ne 

The | 
days fi 
The sp 
educati 
a list o: 
radio s 
institut 

Pres 
tions, 
many 
signed 
broadc 
CBS n 
for ed 
series, 
port to 

N. V 
the ag 

‘ 


.* 


E. R 
a new 
ica” O 
8 to 
June 

The 
Trout, 
can tr 
bring | 
will d 
heard 
featur! 
The n 
Bob ° 
Bay a 
sel. C 
York, 


Bris 
sor ar 
titled 
summ 
on the 
6 for 

Orig 
substi! 
Tuesd 
with 
over | 
Minit 
handle 


] 
Par 
sor 
over t 
June 
who \ 
war f 
The 
Saturt 
to 9 x 
associ 
for th 
Thom 
the aj 


Em 
more, 
to its 


i | hii 
ee. ‘ , PS snes a oe 
>" - ee SUP “% 
a! ee 7 g ¢ 
4 YF Pe ’ : ee 7 W, ae ee ae ‘ ince 
wn’, Se eee ee ‘ 
oo ei, -_ ae fs _—— —“--s 
es lll pe eT eer rf. 
" = ie 2 ae ea ign hour phan “H eS . Ee i 
= ~*~ ) rae ss es pa ee i ii ere : , ‘ oe 
A ne, Ye ee 
a i ; eo a ee ; Mee a SS 
oo EE ee .: ean 
“ S ome  : ¥ eo ea a ee i 
ce ae we a 5 oe 4 po ie oo 
" x ae : alii ee a 
gies eT ee 
i er aa Pe 
cme, ee _ 
- ee Pe 
a 
Parts eS) 
ae. 0, 
a 
1 Bae ee 
' —,. 
: a ae ‘ 
Pi: 
; ae 
a ee 
CBS 
ee Aired 
PO ae view 
: and ¥ 
i ee - F “~ % << fy m 
Fy, a 
> Ne < agenc 
‘ a > Reliability ~ 
4 ies chegeamemtgboate on 
, i ———_== mond 
—_ pe 
‘7 re ee Fe | 
——— 
» 
a ; 
an |: Y 3 — — YoY ee 
gee: a eon e i» Ey , 
ory 4 ne @ ey 4. 
7. By int/ 1 > = —_ G 7 - ; 
: a . ————— ; 
4 ——— 
- | ~~ sets * 2 en =! eee Ei : 
FoF 
i : 
& ee a : aa 
ber 15" ae 
re in ea a Ri, ra 
= i i a Si, S er i ois  e 4 i cS kes a ae > ; ye eo. aah es ; + 7 a 


June 7, 1943 ADVERTISING AGE 45 


. . EWT, for an additional 52 weeks, WPB;: . 
Flectric Companies effective June 24, in behalf of White ee Leaves WPB; Vital Importance Thompson-Koch Agency 
Owl cigars. His cabled cemmen-|Bitner Becomes Director . Moves to New York 
taries are being used in the broad- William G. Chandler, director of of Sign Industry Is Thompson - Koch Advertising 
casts of newscaster Paul Sullivan,|the WPB printing and publishing . Agency, established 33 years ago in 
ake OF NEW = who is pinch-hitting for Clapper division, has resigned to return to| Campaign Theme 4 , . 


) | Cincinnati, has moved to New York 
until his return from Sweden. J.| Scripps - Howard Newspapers as a 


tp o Walter Thompson Company, New|member of its advisory board.| Chicago, June 3.—The Meyercord | Baumaartres Baned Sientdieas ut’ te 
Radio Cam a! n York, handles the account. Harry M. Bitner, who has been |Company will take up cudgels next) agency, explained the reorganiza- 
Launches Campaign serving as deputy director since last | week for the entire sign industry—| tion and removal is designed to 
‘ March, has taken Mr. Chandler's | which has fared none too well in the| establish closer contact and better 
E R Squibb Also To promote its travelers checks | WPB post, effective May 31. matter of priorities—with the first| facilitate the servicing of its clients, 

Ft Hee among the vast army of wartime Donald D. Davis, vice chairman | of a series of two-color spreads em-| one of which is Sterling Drug. 
Signs Same Net travelers, American Express Com-/for operations, said Mr. Chandler’s| phasizing the importance of signs in| Albert F. Baumgartner, who has 
P pany will sponsor two quarter-hour | resignation was accepted with great| the modern world ‘served as resident since th 
for New Series periods weekly on Stations WJZ,| reluctance and that he had_per- gover tel pec r inesotien, bas volead, Wi- 


New York, and WENR, Chicago./formed a difficult job with much The initial copy poses this pro- ey vee retired. Wil- 
New York, J _ ic | The company will use the two quar-| credit to himself and WPB. He said Peeve Ganewen: “If all the signs) oort is the’ gy + Tin ae the 
New ork, une 3.—Electric the world were taken down to-|@emt, is the new chairman of the 

Companies Advertising Program, | 'eT-hours at 7:30 p. m., EWT, Tues-/ Mr. Bitner, on leave of absence as|'7 “)€ yore ere own "| board. Eleven other members of 

comprising about 120 electric light|44¥S and Thursdays on WJZ, and|a member of the board of directors, | ght . a, what would happen to- the agency’s staff have been trans- 

and power companies, will sponsor |@t 9:30 p. m., EWT, Tuesdays and| Hearst Consolidated Publications, is| morrow?” An illustration of a tyP-| ferred to New York 

“Report to the Nation,” half-hour | Thursdays on WENR. The program,|a capable executive of wide experi- ical street intersection and the same ‘ 

dramatization of the news, over the entitled “Check Your Music,” will]ence who will carry on the work | scene with all signs removed sug- 


CBS network, effective July 27. consist of recorded music. Caples| successfully inaugurated by his pre-| gests the chaotic conditions that Opens Cincinnati Office 
The program will be heard Tues-|COMPany, New York, handles the! decessor. might result. Copy declares: “The Ruthrauff & Ryan has opened an 
days from 9:30 to 10 p. m., EWT,| account. a co peal ge signs convey, _ Ig wy Pang gay — 
se sponsors have bee : ——_—_— . mercial and non - commercial, is|nati, with John L. Magro in charge. 
aad uate sue ro Htheinstrom Elected f the Chi acted upon more surely, more| Before joining R&R, Mr. Magro was 
a list of about 15 magazines, and the Rep OX to Push a _ ffi “|e "Cat te i with ‘=| promptly, more frequently, by more | manager of the Cincinnati office of 
radio series is an extension of this e cage Gee 6 ampbel ~ NUtnUN,) people, than that provided by any | Roy S. Durstine, Inc. 


institutional campaign. agency with headquarters in Min-| other visual medium of communica- 


will press the inquiry. The Geor- 

E. R. Squibb & Sons will launch} gian seemed confident that he would 
a new series titled “Calling Amer-|have no controversy with the House 
ica” on CBS Sunday nights from|judiciary committee, which was 
8 to 8:30 p. m., EWT, effective|charged by Speaker Sam Rayburn 


Present schedule calls for 59 sta- Con ressional ence wd a ie Ce vee tion.” EMPLOYEE 

ys, with th ati t : ; At least three advertisements | 
ame | aAditional pon gee = g : using this and similar themes are IDENTIFICATION BADGES 
signed up by the time the first Stanton Join K & E scheduled to run in advertising pub- | TRANSPARENT IDENTIFICATION 
broadcast takes the air. Paul White, Probe of FCC Richard Stanton, formerly an ac-|lications, and the campaign may be CARD CASES 
CBS news chief, will be responsible count executive with Sherman K.|extended later. Western Advertis- Write for Catalog 
for editorial content of the new Ellis, Inc., New York, has joined|ing Agency, Chicago, handles the ST. LOUIS BUTTON COMPANY 
series, and is also producer of “Re- Washington, D. C., June 3.—Rep-| Kenyon & Eckhardt, New York, in a} account. R. E. Potter is account Manufacturers 
port to the Nation.” resentative Eugene E. Cox, chairman | like capacity. executive. 415 LUCAS AVE. ST. LOUIS, MO. 

N. W. Ayer & Son, New York, is|of a Congressional committee inves- 
the agency. tigating the Federal Communications | 

Squibb Signs New Series Commission, declared today that | 


June 13. with examining Mr. Cox’s qualifica- | 
The program will feature Bob | tions. 
Trout, who will narrate how Ameri-| Asserting that he will not be in- 


can troops are faring overseas and |timidated, Mr. Cox declared that the 
bring news from all fronts. Squibb | object of his investigation is to free 
will discontinue its current show | all media of communications from 
heard three times a week on CBS,/|the despotic control which the com- 
featuring baritone Walter Cassel.|mission has set up. 
The new program, in addition to| Apparently referring to the ob- 
Bob Trout, will highlight Victor |jections of Clifford J. Durr, FCC 
Bay and orchestra and Walter Cas- | commissioner, who filed a protest 
sel. Geyer, Cornell & Newell, New| with Speaker Rayburn in which he 
York, handles the account. charged that Representative Cox has 
- prejudiced the commission, Cox as- 
B-M Replaces “Duffy's” serted that the investigation is not 
Bristol-Myers Company will spon-| going to be a smear nor will it be 
sor an audience participation show/|a whitewash. The inquiry will be 
titled “Noah Webster Says” as a/|fair, dignified and thorough, he said. 
summer replacement for “Duffy’s” The House judiciary committee 
on the Blue Network, effective July | members apparently took no action 
6 for a total of 13 weeks. on the petition of Mr. Durr, although 
Originating in Hollywood, the|it was assigned to them by Speaker 
substitute program will be heard Rayburn. Judiciary committee mem- 
Tuesdays from 8:30 to 9 p. m., EWT,|bers have expressed doubt as to 
with repeat at 11:30 p. m., EWT, their jurisdiction over appointments 
over 122 Blue stations in behalf of |Made by the speaker of the House, 
Minit Rub. Young & Rubicam|@nd indications were that the peti- 


7 tion had been shelved. 
RAnGies TS ROOST. This week PM reported that older 
Parker Pen Replacement members of the judiciary committee 
Parker Pen Company will spon-| had gone to Representative Cox and 
sor “Ned Calmer and the News”| asked that he resign as a member 


over the full CBS network, effective | of the FCC investigating panel. Cox, 
June 26, replacing Eric Sevareid, | however, PM —_— refused to quit 
} rill be assigned t ne of the| 5S cl alirmans pos 
ee pa pF silicone | This was the highlight of the ra- 
The five-minute newscast is heard | 4i0 week in the Hotel Statler. Mem- 
Saturdays and Sundays from 8:55 | bers of the National Association of 
to 9 p. m., EWT Calmer has been | Broadcasters board of directors hud- | 
associated with the CBS news staff |@led with eyes trained on the effects 
a “on : aidaas AT 2 of the Supreme Court’s ruling up- 
for the past three years. J. Walter holding FCC’s network rules. 


od 7 - a 
Pomp, Company, New Yorks] "tn fsa session they were This Is Birmingham 


cussing another piece of legislation: 


Takes Full Net | the White-Wheeler bill to reorganize 
. ; : .14;. | FCC. Hearings on the bill originally 
Emerson Drug Company, Balti- L 
sonk aa ae 4 _|set to begin last week were post- NORTH ON 19TH ST. FROM SECOND AVE., MAY |, 1943—1:30 P M. 
more, is adding 43 Columbia outlets poned until later this month. ( 


to its “Vox Pop” chain, thus placing oe % —s 
ene show on the full United States My Ae wed - elem pod jm ] illi h ll b . d s k f h 
CBS network, effective July 19.|qecjaring that FCC now has juris- | A half-million home-folks. All busy. Buying power — yardstick of the 
Aired for Bromo-Seltzer, the inter- 


‘oti ~ ; : . . market—increased in Jefferson Count 
ae ee See coe eee lak culises. ‘Te nepociation bes Scrests swarming with people. Going alone* $111,489,000 fen 1942 to a 
f By ying Fy pligg — 2 ae soe pointed to the suggestion of Justice | places. Doing things. high of $386,771,000. Retail sales 
rauff hoon ow is the |p ou™ Frankfurter that legislation be illi : illi jumped more than ten million dollars 
roulf & Ryan, New York, is the| passed by Congress and has appar- | Billions of dollars invested. Millions jumpe ; 
a ently endorsed the White-Wheeler earned. Millions spent. Millions saved to $191,967,000 last year. The first 
Clapper Renewed bill as appropriate for that purpose. ... for “Duration.” quarter of 1943** sales increased an- 
General Cigar Company will WSAY W WPB A , Hamming shops. Roaring furnaces other 9% over 1942’s high mark. 
ew the commentaries of Ray- ins al; : ° ° Bg 7 ; 
mond Clapper over Mutual Mon-| p24, Stati Pp — Clanging steel. PRODUCTION—plus. Birmingham is built on the bedrock 
Soys and Thursdays at 10 p. m.,| oos ation Power 


of balanced economy. Steady. Depend- 
able. Progressive. A. “High Spot Mar- 


~ | Station WSAY, basic Mutual out- This is Birmingham. Working. 
let in Rochester, N. Y., after taking 


3 what is believed to be the frst di- The new Birmingham, with its thou- ket” year in and year out. Center of a 
CLUD M rect appeal under order L-41 to the sands of new workers, new families, great market which may be reached 
E ISSISSIPPI WPB appeals board in Washington, new incomes, new homes, new indus- through one single advertising medium 

. D. C., has been granted permission tries. 


... The Birmingham News-Age-Herald. 


to. ae y to step up its power to 1,000 watts, 
you buy Car ers eull time. sales Mament 
000 riders” every WSAY, formerly using 250 watts, “°F e es. Ban 
th : Cites won FCC permission to increase its | o 
buses Eight power prior to the commission’s ‘ “ ; eb 
|freeze on grants. While designing The B han New ™ Ee 
a MN. STOREY ADVERTISING the antenna system, however, the Imig S THE BIRMINGHAM AGE-HERALD 3 


general ban went into effect. With “ ‘ se — 
a Jackson, Miss. | all necessary material on hand, the THE SOUTH’S GREATEST NEWSPAPERS silat 
— Meridien station sought special permission to MORNING & EVENING #& SUNDAY & & ® RADIO STATION WSGN, 610 KC. 
a aaaeel “ complete the construction, present- NATIONAL RBEVPREEENRTFATIV ES KELLY-SMITH COMPANY 
Mierscented by Metlenc! Teenciidds ing evidence of its cooperation with 
wy eet - | the war effort to the appeals board. | 
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Adolf Hitler wants peace as soon as possible; a medi- 
ated peace and before his system collapses. This is Nazi 
Germany's most carefully guarded secret which Dr. 
Goebbels’ usually shrewd propaganda has unwittingly re- 


vealed. 


For some time German and Italian propagandists have 


not dropped any hint as to a possible offen- 


Writes nephew OTTO ZAUSMER, the Globe's own 


short-wave radio expert, who 


Said the other day... 


even should the Allies win, there was nothing to gain for 
Americans, the Nazi propagandists declared. Therefore, 
why not stop this senseless war? 


This idea was expressed most frankly by Dr. Otto 
Koischwitz (Berlin) who spent 15 minutes asking Ameri- 
cans questions as follows: “What do you intend to win, 

if you win? Land? Don’t you have enough? 


—Money? Aren't you the wealthiest nation? 


sive of the European Axis powers. Only the S , 

Japanese were said to be preparing attacks 4 —Opportunities? Where in Europe? From 

and the Far Eastern danger was played up t [™~ the havenots? — Happiness? Weren't you 
/ 


terrifically. But German and Italian strat- 
egy was described as purely defensive. There 
was no word on a coming offensive in Rus- 
sia (Axis radio stations had been very busy 
advertising the coming Summer drive in 
1942), neither was there a threat of any 
other attack, except for the U-boat war 
against American vessels preparing for the invasiongof 
Europe. The theme was: We only want to be left alone, 
but we have nothing in mind against you if you don’t 


tread en us. 


On the other hand, they were very boastful about the 
strength of their defenses, suggesting that any Allied at- 
tack would be not only uséless but costly. And finally, 


much happier before the war? — What can 


om’ you win except the war itself?” He then elab- 
‘f a 


iy orated on the hardships of war, the sacrifices 
in lives, the “rising of prices as long as the 
war lasts,” restrictions, longer working 
hours, curbing of individual liberties, etc., 


etc. 


This broadcast came just one day after the end of the 
fighting in Tunisia. It was clear that Dr. Goebbels did not 
think he could convince Americans that they would lose 
the war. But what he wanted was to suggest a compromise 
peace based on the idea that Germany was not aggressive 
anyway, and continuation of the war would not gain any- 


thing for this country. 


Ouo Zausmer, author of “THE WAR ON SHORT W AVES” — sole column of its kind to appear in any American news- 

paper — formerly was Managing Editor of two Vienna newspapers. Speaks and understands 7 languages, spends most of 

his waking hours listening to news broadcasts, speeches, and proclamations in one or another of them. The above article 
is one of a series appearing EXCLUSIVELY in the Boston Globe. 


he Boston Globe 


Morning + Evening * Sunday 


R ADVERTISING With th 
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wait till I tell 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Boston 
Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s W inter Place restaurant, 
and there are the Uncle Dudley editorials in 
‘The Globe.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comment. Here are just a few members of 
Uncle Dudley’s family, today: 


Dorotny THompson ¢ Ernest Linptey ¢ HeLen Lom- 
BARD ¢ Ernie Pyte ¢ Firercuer Pratt ¢ WituaM H. 
STONEMAN ¢ JouNn LarpNeR ¢ Jay FRANKLIN © JOHN 
Barry ¢ Potty Wesster « Dororny Hittyver ¢ HENRY 
Harris ¢ Harotp Putnam ¢ Satty Stwart ¢ GEeorcE 
ANTHEIL «© ANN Dean ¢ Water LippMANN ¢ JouHN 
Kreran @ Samuet GraFton ¢ Epcar ANset Mowrer ¢ 
Georce Wetter « Nett Gues e¢ Rosert J. Casey 
e Nat A. Barrows ¢ Paut Guaut ¢ Henry McLemore ¢ 
Heven Kirkpatrick ¢ Ricnarp Mowrer « A. T. STEELE 
e LeLanp Stowe « ALLEN Haypen ¢ Waverty Root « 
CartyLte Hott ¢« Dororny Dix ¢ Emity Post ¢ Joun 
Sreinseck ¢ Lous M. Lyons ¢ James MorGan ¢ CHARLES 
Merritt « James Powers ¢ Eart BANNER @ Eu 
CULBERTSON ¢ GRANTLAND Rice ¢ Harowp Kagse ¢ 
Jerry Nason ¢ Joserpu F. DinNEEN 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston Giose 
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you what Goebbels 


is saying now!”.. 
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‘THE ENCHANTED LAND OF MUSIC' 
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First step in your chiid’s 


musical education... an FM radio-phonogrerh 


ae, 


“The enchanted land of recorded music''—first step in the child's musical educa- 

tion—is the theme of this General Electric magazine color page for the company's 

FM radio-phonograph. General Electric now is building radios for military pur- 

poses only, the copy points out, but after Victory a finer radio will be available 

because of wartime developments. The copy is scheduled for Collier's, Country 

Gentleman, Fortune, Life, Look and The Saturday Evening Post. N. W. Ayer & 
Son, New York, handles the account. 
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A HIGH HONOR FOR TOUR DAVOHTER 


STARS FIGHTERS 


THE “STRANGER” 
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“The Stranger" is second in a series of 
magazine advertisements of the Hood 
Rubber Co., Watertown, Mass., starring 
the boys in uniform for whose comfort 
and safety the country's civilian supply 
of rubber has been released. McCann- 
Erickson, New York, is the agency. 


WIN MEDALS IN NEW YORK ART DIRECTORS' 22ND ANNUAL COMPETITION 


Never Underestimate the Power of a Woman! 


AT CONTINENTAL AGENCY NETWORK MEETING 


a $ 
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In attendance at the ninth annual convention of the Continental Agency Net- 
work, held in New York May 22-23, were, left to right, back row: Darell Pretzman, 
Horton-Noyes; Frank Casey, LaPorte & Austin; N. L. Telander, Scott-Telander: 
Hugo Wagenseil, Hugo Wagenseil & Associates; Enno D. Winius, Anfenger Ad- 
vertising Agency; Harold Stone, Pacific National Advertising Agency; David B. 
Arndt, John Falkner Arndt; Elmer Horton, Horton-Noyes; William Horsley, Pa- 
cific National Advertising Agency. Front row: Ray Noren, Horton-Noyes; A. H. 
Fensholt, Fensholt Co.; Ben Leedom, LaPorte & Austin; Robert N. D. Arndt and 
Robert Mendte, John Falkner Arndt; William S. Walker, Walker & Downing; and 
John F. Arndt, president of John Falkner Arndt and of Continental. 


TIMELINESS IN AIRCRAFT ADVERTISEMENTS 
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VAR LOG OF THE LIBERATOR 
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The important part war planes are playing on the world's battlefronts provide 

the theme for these advertisements. North American hit home, at the right 

time, with the magazine copy at the left. BBDO, Los Angeles, handles the 

account. Consolidated's "War Log", suggesting a look at tomorrow's news- 

papers for communiques on the Liberator, appeared in dailies last week. Young 
& Rubicam, New York, is the agency. (Story on Page 43). 


7 


CONSOLIDATED VULTEE 


AMERICAN 
Locomotive 


"© seven advertisements won medals in the New York Art Directors Club exhibit which will be hung in the main gallery of the New York Public Library June 8-30. 
™edal in comics and continuities class; American Locomotive, color photograph; Ladies’ Home Journal, originality in advertising art; Shell, color illustration. 
poster: Boeing, black and white photograph; Pan American, black and white illustration. 


“Dow I fay me down to sleep. .” 
Thanksgiving Day 1942 
Lodies Home JOURNAL 


Mahint moat Nerlox 
i make hi The Lak War” 


* 


+ over the world —- PAN AMERICAN CLIPPER! 


Left to right, above: Frankfort Distilleries 
Lower row: Community chests and councils, 24-sheet 
(Story on Page 37). 
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In the First 5 Months of 1943 


THE CHICAGO SUN LEADS ALL OTHER f[ 


THE CHICAGO SUN'S leadership in Women’s Cloth- 
ing Store advertising should be a guiding light to 
every advertiser who has anything to sell in the Chicago 
market. 

Especially to those advertisers whose primary appeal 
is to women! 

For a newspaper ... amy newspaper . . . wins leader- 
ship in such an important classification as Women’s 
Clothing Stores only after advertisers have satisfied 
themselves that it first has interested women. 

The women’s clothing stores of Chicago have satis- 
fied themselves of The Sun’s appeal to women, and the 


loyalty of women to The Sun. 


SORTER EERE EERE EERE EEE E EHR EEE HEHE EES 


Seldom has a newspaper, in 


so short a time, built such a 


LINES 


responsive women’s audience. : SUN Tribung 


25 000 


The reason, we think, is not 
hard to find. ; 5,000 
Women like The Sun as a 


newspaper. They respect the 


fundamental fairness of The : a | ‘} '*@ 


Sun’s reporting, its freedom 


from rancor and axe-grinding, 


THE SUN LEADS IN WOMEN’S CLOTHING STORE FULL 
RUN ADVERTISING LINAGE IN CHICAGO NEWSPAPERS 


FIRST FIVE MONTHS— 1943 


230,117 227,057 156,116 125,130 62,229 


the effort it makes always to tell the truth. They depend 
on The Sun for the news of the day. 

They like, too, the down-to-earth practical helpful- 
ness of The Sun’s Women’s Pages—the good, com- 
mon-sense guidance and suggestion in cooking, child- 
care, dress, good-grooming, health and other subjects 
which The Sun’s brilliant staff of women writers give 
them every day. That’s why every week-day, after read- 
ing The Sun’s Women’s Pages, women keep the tele- 
phones in The Sun’s Service Bureau ringing constantly 
to ask: “Where can I buy it?” and go, pocket-book- 
in-hand, to make their purchases as The Sun advises. 


Chicago’s women’s clothing 


stores have learned, to their 


profit, that women like these 


sun 878 are worth cultivating, not once 
ou Tribune 234% 
thm 1958 in a while but regularly. 
Tunes 156% 
ae... And regardless of what you 
Total 100 0% 
” Times have to sell you can profit by 


their experience. 


News Get better acquainted ... now 
, rt . . + with the new newspaper 
situation in Chicago, for: 


] You need The Sun in any newspaper combination to cover Chicago 
completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous impact against 
America’s No. 2 market with a relatively small expenditure. 


CHICAGO’S MORNING TRUTHPAPER 


Full-run advertising excludes “zone advertising” which reaches only 
a fraction of a newspaper's circulation at a fraction of its regular rate. 


Source: Media Records. 


National Representatives: THE BRANHAM COMPANY 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, 
Memphis, New York, St. Louis, San Francisco, Seattle. 


CHICAGO NEWSPAPERS IN THE VOLUME | 
OF FULL-RUN ADVERTISING’ PLACED BY | 
mm =» CHICAGO’S WOMEN’S CLOTHING STORES |, 
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